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. BICKFORD & CO. 


COFFEE BROKERS 


NEW YORK NEW ORLEANS 


88 Front Street 427 Gravier St. 





Have you seen our booklet, “COLOMBIA, THE LAND O 
CorFEE”’? It's delightfully illustrated, and yours for the asking 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y. 





WITHOUT THIS WEIGHER 
YOU MAY BE 


© Wasting Your Coffee 
in Overweights 


@ Risking the Penalties 
of Underweights 


BAR-NUN (peek 


WEIGHER 


ROTECT your business against the waste of overweights-— 
and the penalties of underweights—with the guaranteed ex- 
treme accuracy of the Bar-Nun “Auto-Check” Net Weigher. 


The unequalled accuracy of the Bar-Nun cuts overweights to 
not more than 1/32nd ounce per pound of ground coffee. The 
resulting savings in coffee alone has repaid the cost of the Bar-Nun 
within a few months, in scores of coffee plants. In addition, the 
Bar-Nun safeguards you against underweights. A special electrical 
control prevents discharge until the full weight is in the weigh 
bucket. 

For Roasters who package a sufficient volume in paper bags, 
additional economies are available by the use of a Bar-Nun Weigher 
complete with the Automatic Bag Feeder and Opener, as shown in 
the photograph at left. Besides the savings in coffee, this complete- 
ly automatic unit sharply reduces packaging time and labor. 


These savings can be gained in YOUR packaging department 
by installation of the correct Bar-Nun unit. Write today for com- 
plete information and recommendations, prices and terms. 


B.F. Gump Co. 


Engineers & Manufacturers Since 1872 
1312 South Cicero Avenue, Chicago 50, Illinois 





EDTBAUER-DUPLEX IDEAL GREEN GUMP COFFEE  BAR-NUN WEIGHERS IDEAL COFFEE 
NET WEIGHERS COFFEE CLEANERS GRANULIZERS AND BAG FEEDERS ELEVATORS 
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These sparkling, irresistible Multicolor Foil Cartons 
are dramatically stepping up sales of various products 
— de luxe and standard —in super markets, chain 
stores, department stores and other retail outlets. 








Gair-Reynolds Foiline Cartons are now style 
leaders in folding cartons. 






Write for brochure on Gair Cartons 





PAPERBOARD 
e SHIPPING CONTAINERS 
ROBERT GAIR COMPANY, INC. ¢ 155 EAST 44TH STREET* NEW YORK* TORONTO 
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HELSINKI 


REMEMBER THIS THERMAL 


Eleven months ago in 

this same publication you 
saw a picture of the ship 
ment of a BURNS continu- 3° 
ous roaster, part of a large a 
shipment of BURNS equip- JABEZ BURNS & sons.iNc. ©) 

ment, being loaded for its 2s aS 
journey to Helsinki. ‘ 

























ANOTHER JABEZ BURNS FIRST 


Pictured below is the same roaster now in operation at Suomen 
Osuuskauppojen Keskuskunta R. L. in Helsinki-THE FIRST CONTINU- 
OUS COFFEE ROASTER IN FINLAND, and a welcome addition to the 
many continuous roasters in operation both here and abroad—Being 
first and best—all over the globe—is a Burns tradition. 





MEMBER OF 


WEA 





JABEZ BURNS & SONS, INC. ° 
11th Avenue at 43rd Street ° New York 36, N. Y. 
DESIGNERS AND MANUFACTURERS OF PROCESSING EQUIPMENT FOR THE CA 


FOOD INDUSTRY: COFFEE, TEA, COCOA, PEANUT BUTTER, NUTS, MALT, CEREAL 
PRODUCTS ETC....CONVEYING AND STORAGE EQUIPMENT + TESTING EQUIPMENT SINCE 1864 
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« What you want... 





« Where you want it... 


« and when! 


Today no coffee container in the world can offer 
you better flavor protection than the vacuum 


pack can, originated by Canco. 
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Take the simple word, “Ability.” When a supplier has 
that—plus enterprise and foresight—it becomes an even 
more important word: “Availability.” 

Time after time, since the turn of the century, manu- 
facturers have come to Canco wanting new and different 
types of packages for new and different types of products. 
Time after time . . . we’ve been ready with the answer. 

For Canco doesn’t wait to be asked. We are constantly 
striving to improve the methods and materials we use to 
help customers and prospective customers market their 
products more profitably. 

In short, no other organization can match Canco’s 
combination of people, conveniently located plants, re- 
search, technical assistance, delivery service, quality and 
experience. As a result, you get what you want... where 
you want it. and when! 


That’s why it’s just plain common sense to 


Go first to the people who are first! 


AMERICAN 
CAN 
COMPANY 


New York, Chicago, San Francisco; Hamilton, Canada 














|emee™ WALL P! 
Meriten’ “xo0w : 


wk ; ‘ 


“e@ CAN COMPANY 


MAIN OFFICE 9439 Page Bivd., St. Louis 14, Mo. 


and Factory 
Branch Factories: Arlington, Tex.; Rittman, O.; Turner, Kan. 
SALES OFFICES: 


Atlanta 3, Ga., L. C. Morris Co., 1125 Spring St., N.W. @ Denver 9, Colo., E. F. Deline Co., 224 W. Alameda @ Los Angeles, Cal.. Can Supply Co., 1006 
W. Washington Bivd. @ Memphis 3, Tenn., S. W. Scott, 608 McCall Bidg. © Minneapolis |, Minn., W. L. Bennett, 126 S. Third St. © New Orleans 12, La., 
C. E. Dobson, 1003 Carondelet Bidg.. © New York, N. Y., R. C. Can Co., 225 West 34th St. 
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Coffee 


costs 
so little... 





and gives Jo much 


Coffee still costs so little per cup. 


You can depend on the "Ruffner" organization to 
bring you the same good Coffee — with the same 


dependable service to go with it. 


Ruffner, McDowell & Burch, Inc. 
NEW YORK: 98 Front Street CHICAGO: 408 W. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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A Best-Seller? 


chandising . . . astute pric- 
ing ...an effective package. 


Bailey’s Supreme Coffee 
' lives uptoits slogan, “Leaves 





Coffee Company, Atlanta, 


Ga. and Richmond, Va., 


Bailey's rates high on every count, and the package 
makes its full contribution. 


Precision manufacture is the first requisite of a good 
coffee bag. Excellent protective qualities are a second. 
Strong display characteristics are an important third. 


High in visibility and remembrance value, yet eco- 
nomical to print, this extremely successful bag was re- 
designed for Southland by Union Bag’s Art Depart- 
ment. The services of these packaging design specialists 
are available to all Union Bag customers. So too is 
Union’s diversified experience—packaging knowledge 
which may help you increase the sales impact of your 
container or make it more economical to produce. 


What Makes A Brand 


Berore all else, a good cof- 
fee, blended for its market. 
Then distribution . . . mer- 


No Grounds for Complaint.” 
Manufactured by Southland 
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HOW THIS 
BAG IS MADE 














Production Features of 
“Bailey's Supreme Brand” 
Economical Shipping Protection with Package 
TYPE OF BAG: INKS: 
UNION COFFEE SHIPPING BAGS Automatic Re, yellow 
° an ac 
Millions of pounds of packaged coffee and tea — < = te CLOSURE: 
are shipped in these bags every year. They cunen eenne, Sealtite 
cost less, save packing room costs, trim ship- 50% White S. C. STORE DELIVERY: 
ping costs, give you complete size flexibility Pique Embossed pea Style 
—insuring a firmer package regardless of vari- INNER LINER: Duplex Kraft 
ations in bulk of roasts or grinds. 47# Laminated Coffee Shipping 
Amber Glassine Containers 
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 PA.C.B. NEWS 


COFFEE J 


Pan-American Coffee Bureau, 120 Wall Street, New York 5, N.Y. 


Brazil * Colombia * Costa Rica * Cuba * Dominican Republic » Ecuagor 
El Salvador * Guatemala * Honduras * Mexico * Venezuela 





Coffee Brewing Institute, Inc. 


promotes improved measure 


There is no finer coffee salesman than fine 
coffee itself. But the costly and elaborate pre- 
cautions taken by roasters to protect their deli- 
cately perfected product are all too often in 
vain. The best-planned distribution systems, 
the most scientific processing and most mod- 
ern packaging are not, unfortunately, proof 
against incorrect brewing by the housewife 
herself. 

That’s why we’re glad The Coffee Brewing 
Institute, Inc. has made available an improved 
Standard Coffee Measure for distribution to 
your customers. Most roasters already have 
received samples. 


better coffee in the cup 

Correct measurements for home coffee 
brewing are clearly marked on the inside of 
the bowl of the Institute’s measure, and the 
name of The Coffee Brewing Institute, Inc. 
appears on the handle. By offering the meas- 
ure to your customers, you will help them 
make coffee according to the industry’s rec- 
ommended proportions, and thus assure that 
the quality of your coffee is retained in the 
cup. (The measure is identical in capacity 
with those previously available through either 
the National Coffee Association or the Pan- 
American Coffee Bureau. ) 


COFFEE & TEA 


an inexpensive premium 


The practical success of the measure as a 
premium is due partly to its convenient size, 
and partly to the “service” nature of its appeal. 
The measure is small enough to be taped 
easily to cans or bags, or to be packaged inside 
a standard 1 Ib. can. Its usefulness is immedi- 
ately clear to the consumer and so tends to 
increase both sales and good will. Your name 
may be imprinted on the measure, a timely 
and constant reminder of your brand as sy- 
nonymous with the brewing of good coffee. 


samples now available 


If you want a sample or information, we 
suggest you write directly to The Coffee Brew- 
ing Institute, Inc., 120 Wall Street, New York 
5, New York. 

Through the continued efforts of the Insti- 
tute, the P. A. C. B. and the N. C. A. look 
forward to the American consumer becoming 
increasingly well informed on the subject of 
correct methods of brewing coffee. 


Sincerely yours, 


INDUSTRIES and The Flavor 
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GIVE YOURSELF 
A PROFIT BREAK! 





Other Important Roasters 
Are Doing it. You Can Too! 





Even if you’re “From Missouri”, you know that 
Coffee Profit Time is overdue. And if you're willing 
to be shown, you'll see that you, too, can quickly 
enjoy: 

1. 200 to 500% more profit per pound 

2. Increased sales volume, and 

3. More customers demanding your brand 
You'll do it by packaging your coffee in one-cup 
STEEPOLATOR COFFEE BAGS. For over three 
years other important roasters (names sent upon 
request) have been marketing millions of these bags 
in the United States and Canada. 


SEE AND BELIEVE BY THIS EASY TEST 


Select 5 or 6 representative retail grocery stores. Send us just enough roasted beans 
and labels for the number of cases of Steepolator Bags that you need to make a sales test 
in these stores. (5.28 pounds of coffee is required for each 12 jar case of vacuum packed 
Steepolator Bags. Modern Coffees will supply label specifications.) 








Steepolator Coffee Bags—used like tea bags—contain your own blend of 100% 
pure, freshly ground coffee. They are packed 45 to the pound. These scientifically 
designed filter bags and the special grind produce a conveniently prepared, rich, full 
bodied coffee of true pot brewed flavor and aroma. This delicious, real coffee should 
not be confused with artificial-tasting “instant” coffees. 











VOLUME ROASTERS MAY NOW ORDER COMPLETELY AUTOMATIC STEEPOLATOR 
BAG PACKAGING MACHINERY ON A LEASE BASIS FOR THEIR OWN IN-PLANT PRODUCTION. 


BIRR CBDR BG Dine. 


BOSTON 16, MASSACHUSETTS 


WOO? 


130 NEWBURY STREET 
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EASTERN DIVISION 





0). tailor-made 


service gives 
you a “break” 


Our entire operation is aimed at 
making life less hectic for our cus- 
tomers. Over the years we have 
assembled a long list of helpful 
tailor-made services. Any or all of 
these services including research 
and engineering are available— 
when and where you want them. 


It goes without saying that the 


CENTRAL DIVISION PACIFIC DIVISION 








cans you get from Continental 
will be right for your processing 
and packing methods, and that 
they will be delivered on time. 
So why not let Continental go to 
work for you? We promise you 
our best effort from the first day 
...and constantly improving 
containers and services through 
the years. 


100 E. 42nd St., New York 17 135 So. Lo Solle St., Chicago 3. Russ Building, San Francisco 4 
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YOURS for the asking 


The booklets listed below contain spectal- 
ized, detailed information on various sub- 
jects. This literature is yours for the 
asking. Merely fill out the coupon and mail. 


8 —cotompian COFFEE MAP AND 
BOOKLF1 

Wall Map showing coffee districts, num- 
ber of trees, highways, railways, cableways, 
and various statistical information (Ask for 
14-A). Revised pocket-size booklet ‘The 
Land of Coffee” including a section on 
“The How and Why of a Good Cup of 
Coffee.” Available from the National Fed- 
eration of Coffee Growers of Colombia, 
120 Wall St., New York. 


9 Lavor SELECTOR 
A handy Flavor Selector and Cost Cal- 
culator for the use of flavoring manufac- 


Formerly THE SPICE MILL 


COFFEE & TEA 
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76th Year 


1953 Tea Convention 
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PACKAGING SERVICE 
Complete set of samples of stock tea, tea 
balls and coffee cartons sent on request. 
Label samples also available. Specialists in 
Tea and Coffee Packaging. Rossotti Litho- 
graphing Co., Inc., North Bergen, N. J. 


14—resraurant COFFEE SERVICE 

Illustrated, 46-page catalog gives com- 
plete specifications and prices on coffee 
makers of all types for use in hotels and 
restaurants. Farts and accessories also ful- 
ly covered. Sieling Urn Bag Co., 927 W. 
Huron St., Chicago 22, Ill. 
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106 Water St., New York 5, N. Y. 
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varieties of coffee 
in Costa Rica 





This article is from a report prepared with the help of 
coffee technicians of Costa Rica's Department of Agricultural 
Development. It was originally written in answer to queries 
which had been put by farmers to the Chamber of Agricul- 
ture of Costa Rica. 


For many years the only coffee variety commercially cul- 
tivated in Costa Rica was the one called Regional Arabic, 
Common or Puerto Rico, belonging to the species Coffea 
Arabica L. Later on regular quantities of seed of the Bour- 
bon variety were imported, and to a lesser degree seeds of 
both the Maragogipe and the Costa Rican San Ramon varie- 
ties were also propagated. All of these belong to the species 
Coffea Arabica L. 


In view of the low yield of the Costa Rican coffee farms 
and of the excellent results obtained in the Republic of El 
Salvador with the cultivation of the coffee variety obtained 
from seed apparently generated by a cross between the Re- 
gional Arabic and Bourbon coffees, the Costa Rican Coffee 
Institute showed considerable interest in the variety of coffees 
growing under our conditions. 

Observations were made of the behavior, and especially 
the yield, of various natural hybrids produced in this country. 
In view of their superiority, substitution was promoted of the 
Regional Arabic by hybrids obtained from seed imported 
from El Salvador and distributed by the Coffee Institute as 
well as by hybrids formed spontaneously in this country. 

This substitution has been considerable in some coffee 
areas, a fact which is of great importance to the future of the 
coffee industry of the country and the policy concerning 
coffee varieties. 

In recently completed tests by national tasters, the results 
of which were published in the local press, it was found 
that there was no difference in the cup between the qualities 
of Regional Arabic and the hybrid coffees cultivated in 
Costa Rica. 

It appears that the only apparent factor which influences 
the quality of both varieties is the altitude of the coffee 
farms. For this reason, the country need not fear a de- 
crease in the price of its coffee, since its quality does not de- 
teriorate by changing from Regional Arabic to hybrid coffees. 

The aspects of production per unit area and resistance to 
disease are, however, of great importance. From our obser- 
vations, hybrid coffee has been found to be very exacting in 
regard to soil and cultural practices, and for this reason it 
should never be cultivated in poor soils. The best area for 
hybrid coffee cultivation seems to be one between an ele- 
vation of 2,500 and 4,200 feet. Hybrid coffee is extremely 
resistant to the disease “Ojo de Gallo,” caused by Omphalia 
Flavida, and is very susceptible to the disease “Enfermedad 
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By ERNESTO LARA BUSTAMANTE, 
General Manager 
Consejo Nacional de Produccion 
San Jose, Costa Rica 


Rosada,’’ caused by Cortitium Salmonicolor, especially when 
it is cultivated in poor soils and under adverse climatic con- 
ditions. 

Hybrid coffee well planted and cultivated in fertile soils 
gives crops that yield between 20 and 30 fanegas per man- 
zana. 

The Regional Arabic variety has been found out to give 
low yields in the majority of our coffee areas, being less 
exacting, however, as regards soils and cultural practices. It 
is susceptible to the ravages of fungus diseases, especially 
those caused by Omphalia Flavida and Cercospora Coffeicola, 
but is less susceptible than hybrid coffees to the disease 
caused by Cortitium Salmonicolor. 

The San Ramon variety of true Costa Rican origin is 
planted commercially in other countries, as in the Chiriqui 
coffee area of Panama, where it is practically the only variety 
cultivated. This coffee resists the climatic conditions pre- 
valent in the tropics at altitudes of more than 6,000 feet. 
There is no information to the effect that it is attacked by 
the common coffee diseases. It is slightly irregular in its 
flowering and in the crop season. The production or yield 
per unit area is high. We believe that this variety merits 
special attention with regard to the coffee genetic program 
of the Ministry of Agriculture, similar attention having been 
given it in Brazil and other countries where this variety 
has shown extraordinary promise. 


First step 


We believe that the first step to be taken regarding the 
quality of this variety is for the Coffee Bureau to promote 
samplings of San Ramon coffee as compared with the other 
commercial varieties being cultivated at present in this 
country 

This year we are carrying out a selection program of trees 
to obtain seed, both of the Regional Arabic and hybrid varie- 
ties, since we consider that the policy concerning varieties 
should be subject to experience obtained in each particular 
coffee area. 

Under no circumstances should we eliminate a high yield- 
ing coffee, such as hybrid coffee, in fertile areas where the 
yield is two or three times greater than that of the Regional 
Arabic variety. But it is also necessary that the areas of low 
fertility, especially those which show marked deficiencies in 
both major and minor elements, be kept planted in the Re- 
gional Arabic varieties. 

Where plantings are to be made in new coffee areas, on 
which there is no information concerning the behavior of 
commercial varieties, it is necessary to make a detailed sur- 
vey, as well as a study of all climatic conditions, before 
recommending which coffee varicty should be planted. 
and The Flavor Field 
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brand promotion 
“in the bag” 
builds coffee sales 





By W. McKENNON, New Orleans Representative 
Coffee & Tea Industries 


Over 40,000 cups of Lord Howe Coffee were sampled at this 
booth in the New Orleans Home Show. Demonstration was 
highly effective. 








A new blend of coffee has tough competition in any 
season in any city. But in New Orleans, a conservative 
city which hesitates to buy new brands, and at the 
begining of the summer season when coffee buying 
ordinarily slumps, a new blend must be promoted wisely 
indeed. That is why the Lord Howe Coffee Co. puts its 
every thought and effort into the promotion that intro- 
duced its new blend, Lord Howe, to the public. 

One of the first decisions company officials reached was 
that there would be no radio or newspaper advertising 
until distribution was well-established. Too many times, 
they felt, advertising lost its effectiveness because of poor 
distribution of the merchandise. 

Fred C. Fagot, vice president and general manager, and 
other officers worked with the remaining members of the 
firm and decided on an intensive program to sell the 
grocer. 

New Orleans, like many cities, is made up of various 
neighborhoods of foreign nationalities. An experienced 
coffee man who spoke Italian was assigned the Italian 
neighborhoods. He talked with the grocer in his own 
tongue and managed to get Lord Howe on the shelves. 
Another salesman spoke French and covered the pre- 
dominantly French neighborhoods. Still another salesman 
spoke two different languages, besides English, and he 
was used in various parts of the city where English is an 
adopted language. 

Having convinced a high percentage of grocers that 
Lord Howe was valuable stock for their shelves, the com- 
pany proceeded to put their advertising right on the 
package. A list of premiums entitled “In the Bag’ was 
printed on the coffee sack. Inside was a coupon redeema- 
ble for premiums when 35 to 150 were saved. 

The firm did not stop with that quota. Each coupon 
also carried a letter of the alphabet from the name, ‘Lord 
Howe Coffees.” If the purchaser spelled out the name 
with her lettered coupons, she was immediately entitled 
to a premium. If she were not able to spell the name, she 
could trade the coupons in on a premium when the given 
number was saved. This intrigued the housewife and 
she began buying Lord Howe Coffee. 


Another inducement was the half-pound bag. The 
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Lord Howe Company decided to offer their new blend 
in the regular pound bag and also in the smaller package. 
This was started because the blend was new and the 
customer could give it a trial by buying only a small 
amount. Also summer was beginning and coffee con- 
sumption would be less. 

The half-pound bag was so successful that it has been 
continued. 

When the grocer had stocked Lord Howe coffee on his 
shelves, girls were stationed in various stores on Fridays 
and Saturdays to promote purchases. They stood near 
the coffee section and, when a customer approached, asked, 
“Wouldn’t you like to save ten cents on your coffee pur- 
chase?” Most customers certainly would. Sales jumped 
in the coffee department of stores where this promotion 
was made. Signs in the grocery stores advertising Lord 
Howe's low price, high quality and premium offers were 
also used. 

Radio advertising was begun when the distribution and 
introduction of Lord Howe Coffee had been effected. 
This was done to keep the name before the public. 
Eighty spots a month were used on one station, plus a 
daily 15-minute program. On another, better known, 
station one spot a day was bought. Fred Fagot and his 
assistants personally picked the spots used in their radio 
advertising and kept a close check on this medium. 

Newspaper advertising was used about four times a 
year, plus a weekly inclusion in the “Bread Basket” 
column, a feature to which numerous wholesalers con- 
tributed. Essentially the major printed advertising is 
still done on the coffee bag itself. 

As far as advertising is concerned, however, the com- 
pany feels that personal contact and direct selling are 
best, and this is the policy which they follow. 

One very successful medium of this type was the Lord 
Howe participation in the New Orleans Home Show, at 
which over 40,000 samples of coffee were put into the 
cup for prospective customers. From 9 a.m. to 9 p.m. for 
ten days, three girls rotated in handling the booth to give 
steaming cups of Lord Howe Coffee to the weary Home 
Show visitors. This was the top achievement in adver- 

(Continued on page 81) 
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for U. S. 


A COFFEE & TEA INDUSTRIES “fact-reference” feature 





% Program: Tea Association’s “Tea Tops the World” Convention 


% Keynotes: Tea 
%* Field Reports: 


Council, Tea Association Leaders Weigh Progress 
More Tea for U. S. via Grocers; Selling More 


Tea through Restaurants; More Tea Volume by 
Packer Salesmen: Instants in Growing Market 


The tea industry of the United Sates is entering a new era. 

Americans are drinking more tea. 

"The turning point for tea” is now behind us. 

It is a continuing trend, even in comparison with 1952 
months which themselves represent a sizeable advance. 

All available yardsticks reflect this U. S. tea climb. 

Imports are up. The 55,900,000 pounds of tea brought 
into this country in the first half of 1953 were 15.7 per 
cent ahead of the same six month’s period of 1952. In the 
year ended March 31st, imports were 18 per cent ahead of 
the previous 12 months. 

Imports, on an immediate basis, may not be a key to 
consumption, since some may be going into stocks. But 
on a long term basis imports do mirror tea drinking. 
Morever, import figures can be corrected against stock 
fluctuations to show, roughly, packer sales to grocers, res- 
taurant and institution outlets. 

The Tea Council's quarterly stock survey indicates a con- 
sumption increase of 11 per cent in the 12 months ended 
March 31st, a six per cent increase in the first quarter of 
1953. 

Anohter measure is the contribution by packers to the 
Tea Council on sales of packaged tea. In a recent report to 
the Tea Council, Executive Director Anthony Hyde said 
this sales yardstick showed a rise of nine per cent in the 
year ended March 31st, and a gain of 15 per cent in the 
first quarter of 1953. . 

Possibly the most direct measure is the index of retail 
tea sales compiled by a well known research organization. 
This grocery audit, in its latest reports, puts retail tea sales 
in the first five months of this year seven per cent ahead of 
1952. 

In the year ended March 31st, retail sales were nine per 
cent ahead of the preceding year, according to the audit. 

Most convincing, probably, are the personal comments by 
tea men—importers, brokers, packers. They say they're 
selling more tea. 
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Samuel Winokur, president of the Tea Association of 

the U. S. A., puts it on a cup basis: 

“In my opinion, the most significant indication that the 
public is turning more and more to tea, liking it and making 
a habit of drinking tea more regularly, is the fact that in 
1951 they drank 800,000,000 more cups of tea than in 1950; 
in 1953 they topped the previous year by 400,000,000 cups; 
and this year people will drink over 1,000,000,000 more 
cups than in 1952. That's a 2,250,000,000 increase in cups 
consumed for 1953 over 1950.” 

Clearly tea volume in the United States is climbing. 

For the industry, this is a decisive point in its history. 
Properly evaluated, boldly approached, the expansion can 
be multiplied. Treated with happy lethargy, the trend 
can peter out. 

At the Greenbrier, the Tea Association's eighth convention 
will attempt to weigh up the progress so far, to recognize mis- 
takes, if any, to put into fitting new perspective the op- 
portunities now opening up, and to map a course of action 
accordingly. 

To help the industry achieve these ends, COFFEE & TEA 
INDUSTRIES focusses its 1953 Tea Convention Section on 
the theme, “More Tea for the U. S.” 

To gather facts for this section, grocery executives and 
restaurant operators were personally interviewed. 

The results make one thing clear beyond all else: 

The opportunity facing the tea industry is probably far 
greater than most members of the trade, even the more 
optimistic, realize. 

Even now, considerable tea volume is going needlessly 
down the drain, for lack of tighter, harder-hitting, more 
specific salesmanship. 

The facts turned up are presented under three main 
headings—‘‘More tea sales via grocery outlets,” ‘Selling 
more tea through restaurants’ and ‘‘More tea volume by 
packer salesmen.” 


(Continued on page 23) 
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tea tops the world—and climbs in the U. S. 





By C. WILLIAM FELTON, Chairman 


1953 Convention Committee 


Tea Association of the U. S. A. 


“Tea Tops the World” is the theme for the 1953 Tea 
Association convention at The Greenbrier, White Sulphur 
Springs, W. Va., September 27th-30th. It is also a truism 
which proclaims tea as the 
World’s leading beverage. 
Another “tops” was achieved 
when Mt. Everest’s peak was 
scaled by Sir Edmund Hill- 
ary and Tenzing Norkay, 
G. M., who found tea the 
principal beverage to refresh 
them on the climb. 

More important economic- 
ally to the tea industry of 
the U. S. A. is the rapid 
climb being made by tea 
sales and per capita con- 
sumption in the U. S. A. 

At this year’s Greenbrier meeting, the delegates to the 
tea convention will hear about specific gains made—and 
what caused them. In all probability, this convention will 
be epochal in tea’s history in America, as it comes during 
the period when the gains of last year are being consoli- 
dated with this year’s increase. Plans will be discussed 
for accelerating the momentum of the campaign in the 
future. 

The marked progress of the tea industry in America is 
not like “topsy.”” It did not “just grow.” 





The Tea Association of the U. S. A., after many years 
of frustration and fruitless effort, consolidated its forces 
and united into a strong body which produced aggressive 
action by determined and hard-working individuals. The 
Junior Board of the Tea Association contributed a vital 
part in the preliminary stages of organizin a promotion 
fund. The result was the creation of the Tea Council of 
the U. S, A., Inc., which combined the representatives of 
the producing countries and members of the Tea Associ- 
ation of the U. S. A. into a Council for administration 
of the joint fund. 

The advertising, publicity and promotion of tea is well 
under way and its success to date should prove to non- 
contributors that with additional funds the base of pro- 
motional expansion could cover even wider areas in this 
vast country. 

Common sense and hard-headed business perception 
should now convince those with indifference to tea in their 
line that now is the time to get aboard the band wagon. 

The reports and discussions at the 1953 Tea Convention 
will play the tunes which can be beaten out on your 
own drums. 

More contributors will add weight to the fund—but, 
unfortunately, some who can contribute will take the 
benefits of a free ride. 

In any event, amid the glory of a successful campaign, 
I think it might be said, “It’s nice to have you aboard.” 


more tea sales — through cooperation 








By CONGRESSMAN WALTER H. JUDD 


This article is an excerpt from the Congressional Record. 
Rep. Judd. who is from Minnesota, made these remarks 
at a recent session of the House of Representatives. 


Recently a group of American businessmen, representing 
the tea industry in the United States appeared before the 
Subcommittee on the Far East and the Subcommittee on 
Foreign Economic Policy of the Foreign Affairs Committee 
to tell us of a new trade promotion project which we found 
extremely interesting. 

Because the Subcommittee on the Far East is interested 
in every program that contributes to the well-being of that 
area and ourselves, and because the Foreign Economic 
Policy subcommittee is working on the problems of im- 
proving our economic relations with the rest of the world, 
to our benefit and to the benefit of other nations, we 
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were especially grateful to these businessmen who were 
willing to come and tell us about their project. 

Of course, it is one of these cases where one swallow 
does not make a summer, but it is the promise of spring. 
It shows (1) that countries can get more for themselves 
by working together than they can by working against 
each other; (2) it shows the immediate success without 
going through bureaucratic delays of private corporations 
or interests operating without legislative and governmental 
edicts, and with reduced expenses as a result. 

I wish to congratulate the leaders of the tea industry 
for their vision and imagination in breaking new ground 
in organizing a new formula for international trade pro- 
motion. 

This idea of a direct partnership between governments 

(Continued on page 23) 
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sS Iced lea 





“‘We’ve been serving and promoting Iced Tea all 
year ‘round for 5 years. Even in the coldest 
weather—and it gets down below freezing in Nor- 
folk —we've found that people drink a lot of Iced 
Tea. We figure that Iced Tea has made it possible 
for us to make 4% to 6%, more profit on beverages 
during the winter season.” 


Linwood Burroughs, Burroughs’ Restaurant 
Norfolk, Virginia 


“We are making ‘extra’ profits by serving and fea- 
turing Iced Tea all winter. Our customers agree 
with us that there is nothing seasonal about Iced 
Tea by ordering and drinking it 365 days of the 
year. All year ’round service of Iced Tea is boost- 
ing our beverage profits considerably.”’ 


James V. Schmidt, Owner, Wakefield Grill 
Richmond, Virginia 





"We've been serving Iced Tea right through the 
winter for several years. Believe me, it’s wonder- 
ful business when you can sell several thousand 
glasses every week of every month. In fact, 20% 
less than our heavy peak summer sales. Why do 
we sell so much Iced Tea during cold weather? 
Frankly we don’t know. But we always display it 
prominently —which is very important.”’ 
George H. Westermeyer, Jr., Manager, Slater System Cafeteria 
Bendix Radio Corp., ‘Towson, Maryland 


“It’s true that hot weather peaks Iced Tea sales 
but a while back we decided to see what would 
happen if we made Iced Tea available all year 
round. In 1952, during the cold winter months, 
our Iced Tea volume averaged 20 to 25%, of our 
summertime business. We’re sold on Iced Tea all 
year because our customers want it. And it’s good 
business.”” 


E. L. Lommasson, Manager, U. S. Department of 
Agriculture Cafeterias, Washington, D. C. 











sales goodbye 
until Spring? 


Many restaurant operators are finding 













extra profits in promoting Iced Tea 
on a YEAR-ROUND basis 





Iced Tea is being turned into an all-year 
seller like ice cream and soft drinks. 


Restaurant operators themselves have 
started the ball rolling. Instead of just 
serving Iced Tea during hot weather, 
they keep it on their menu all year 
round. 


This makes everybody happy. The 
customers like it because they get the 
drink they like best. Restaurant owners 
like it because it means extra profits. 
And, of course, you like it because it 





adds up to bigger tea orders for your 
company. 

Are you cashing in on “Iced Tea All 
Year’? If not, now’s the time to start. 
Try the idea on several of your best 
accounts. Get them to serve—and fea- 
ture—Iced Tea this winter. See what a 
difference it makes in sales. 


tea council 


500 Fifth Avenue New York 36, New York 
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the Tea Association and more tea sales 





By SAMUEL WINOKUR, President 
Tea Association of the U.S.A. 


It’s not news to most people in the tea trade that tea 
sales are picking up. The sales records for most com- 
panies have been pointing out this fact for some time. On 
a national basis, all sorts of measurements are used to 
gauge tea’s steady gains—imports, wholesale to retail 
movement and retail sales. 
For my own part, however, 
I prefer the story told by in- 
creased cuppage figures 
based on these _ other 
measurements. 


In my opinion, the most 
significant indication that 
the public is turning more 
and more to tea, liking it, 
and making a habit of drink- 
ing tea more regularly, is 
the fact that in 1951 they 
drank 800,000,000 more cups 
of tea than in 1950. In 1952 they topped the previous 
year by 400,000,000 cups. And this year people will drink 
over 1,000,000,000 more cups than in 1952. 

That's a 2,250,000,000 increase in cups consumed for 
1953 over 1950. That's progress! It reflects a changing 
consumer attitude which bodes well for the future of tea 
in the U.S. A. 

All factors in the commerce of tea have helped to 
create this healthy situation. The major producing 
countries have played a big part through their active 
participation in a joint industry level tea campaign in this 
market. The tea trade has been doing its part through 
more aggressive brand sales efforts plus participation in 
the joint industry program. The grocer and restaurateur 
has been working for and with us by putting extra pressure 
behind high profit tea. 

Working together, in three-and-a-half years these factors 
have achieved significant results. And we are beginning 
to see more tangible results vow because of the cumulative 
effect of all these pressures on the consumer. 

It is comparable to dropping a stone in the snow and 
then rolling it. As the snowball gets bigger, it increases 
faster and faster in size. But as the snowball gets bigger 
it also gets harder to push around. If you happened to be 
intent on making a tremendous snowball, eventually you 
would need lots of help to keep it growing. 

The problem of keeping tea consumption growing is 
very much like pushing an ever-growing snowball . . . 
uphill. 

Since the outset of tea’s industrywide campaign, the 
Tea Association of the U. S. A. has tried to do its full 
share to make the program successful. Since March of this 
year, when the new Tea Council of the U. S. A., Inc., 
was formed, the Tea Association has been one of the 
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four members of this non-profit corporation. Its com- 
mittees, officers and individual member companies have 
spared no time or effort to assist the Tea Council in 
planning hard-hitting campaigns. Once underway, the 
individual companies support the campaign in the field 
by merchandising it to the consumer at the point of sale. 

There are unique advantages to this cooperation with 
Tea Council campaigns which the Tea Association feels 
are of importance to all its members. 

For example, the Council produces display material and 
puts brand imprints on it for contributors. When ad- 
vertising is appearing in a market and the contributor 
gets this direct tie-in material displayed in the grocery 
store, the full force of the advertising campaign goes to 
work for his brand. Thanks to the Council's policy of 
giving quotas of this material free and making additional 
quantities available at print cost prices, a contributor can 
actually save money on grocery merchandising materials 
while increasing the results of his point-of-sale activity. 

In addition, Tea Council symbols and slogans, now well 
established, can be used by a contributor on his tea pack- 
ages and in his advertising to take direct advantage of the 
build-up in selling power and impact. This type of co- 
identification, properly used, can increase the effectiveness 
of each promotion dollar spent on brand sales. 

Many contributors have also found that as a result of 
being part of the campaign—using it for brand sales, being 
informed about the latest tea facts, figures and campaign 
news—their key sales personnel and salesmen become 
“tea minded.” And that’s a big step toward bigger 
tea sales and profits. ; 

Today the Tea Association represents firms who do 
about 83 per cent of the total U. S. tea business. It has 
always tried to operate its affairs for the benefit of thes 
firms on a democratic, representative basis. The foun- 
dation of the democratic process is first to join-to belong- 
and then to participate. 

The board and committe structure of the Tea Asso- 
ciation is set up to encourage participation. The Associ- 
ation’s relationship to the Tea Council is such that partici- 
pation in Association matters serves the Council and bene- 
fits the entire industry. 

It is a source of concern to the Association that its 
entire membership has not yet availed itself of the oppor- 
tunities and advantages enjoyed by those who are now 
contributors to the Tea Council of the U. S. A., Inc. 

The Tea Council and the U. S. tea industry have demon- 
strated beyond doubt that the snowball of increased tea 
consumption can be pushed up the hill of consumer re- 
sistance and competition from other industries. All the 
funds new tea trade contributors would put into the Tea 
Council would go directly into advertising. 

(Continued on page 54) 
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the Tea Council and the growing market 





By ROBERT B. SMALLWOOD, Chairman 


The substantial increase in tea sales during the past year 
is good news to all of us. Better still is the fact that 
gains have been consistent month after month, affecting 
hot tea as well as iced tea. 

We in the tea trade have now conducted an industrywide 
promotional campaign for 
three years. Its aim from 
the start has been directed 
toward getting American 
consumers to drink more tea. 
At the end of the first year, 
any measurable progress was 
difficult to pin down. About 
all we could report was that 
tea seemed to be mentioned 
more often in ordinary con- 
versation, in newspaper col- 
ums and over the air waves. 

But within the industry 
itself, a very perceptible change was noted. The various 
companies with brands of their own to promote seemed 
to be going after business with a fresh, new feeling of 
enthusiasm. Tea was gaining more prominence in food 
stores through attractive mass displays. Restaurant oper- 
ators were occasionally found to be pushing tea sales, and 
this alone represented a healthy change. 

After two years of the Tea Council campaign, signs 
were beginning to show much clearer evidence of better 
business. Consequently, we arrived at the Bretton Woods 
tea convention last year with a strong feeling that our 
product had finally commenced a climbing trend. The 
attitudes of the people in the industry seemed more op- 
timistic than ever. 

Our gathering at the famous Greenbrier, White Sulphur 
Springs, W. Va., this year is bound to be the biggest treat 
of all. It comes as a climax to the best 12-month period 
of consumer sales that the U. S. tea trade has experienced 
in a long time. 

It would be a great mistake to say that the Tea Council 
campaign has been solely responsible for this very favor- 
able turn of the tide. But I believe most of us will agree 
that it has helped do the job. In the final analysis, no 
program of advertising or promotion can be successful by 
itself. The united will to win, as reflected by all people 
interested in the program, is what makes it pay off. And 
this very essential tie-in with Council activities is what 
members of the tea trade have supplied in no uncertain 
terms. 

As most of you know, the Tea Council underwent a 
change in organization early this year. When India with- 
drew her support from the International Tea Market Ex- 
pansion Board, our Council decided to approach each 
major tea producing country individually with a plan for 
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Tea Council of the U.S.A., Inc. 


continuing the program of consumer promotion in the 
U.S. Asa result, the governments of India, Ceylon and 
Indonesia agreed to participate, jointly with the American 
tea trade, in furnishing funds for this purpose. A new 
group, called the Tea Council of the U. S. A., was thus 
formed, consisting of representatives of the three pro- 
ducing countries and an equal number of tea men ap- 
pointed by the board of directors of the Tea Association. 

The function of the new Council remains unchanged 
—to administer the spending of funds voluntarily con- 
tributed for the industrywide campaign. It is most grati- 
fying to report that the changeover in formal organization 
was made without interrupting in any way the execution 
of the advertising program for 1952-1953 as previously 
planned. In this achievement, great credit belongs to 
a group of our industry people who gave so much of their 
time and effort to complete promptly the reorganization 
job. 

I should like to close these brief remarks with a word 
about the future. Frankly, my conviction as expressed 
many times on where tea is going in this country, is felt 
more deeply than ever before. We in the industry have 
a wonderful product to sell. The growers of that product 
are now directly teamed up with us, helping with their 
counsel and money to lick our common problems. The 
American public will drink more and more tea if we will 
continue, without any let-down, the hard driving promo- 
tional and selling efforts now underway. 


more fea for U.S. 
(Continued from page 17) 





The articles pull no punches, and some ears may burn. 
Yet they are nowheres critical for the sake of criticism. 

They are aimed at bringing to light, on the eve of an 
historical convention, down-to-earth information about tea 
in restaurant and grocery outlets. 

The articles are not, of course, conclusive. But they are 
stimulating as fresh, vital industry facts always are. 

They will contribute, we hope, towards a bolder, fuller, 
more realistic appraisal of tea’s new opportunity . . . toward 
“More tea for U. S. 


more tea sales—through cooperation 
(Continued from page 19) 





which produce an export commodity like tea and American 
businessmen who have to sell it in the United States might 
be of great significance to other products as well. 

I am particularly pleased because the Tea Council of the 
U. S. A. represents private enterprise—American business- 
men acting on their own initiative to build up world trade 
in a realistic way. 
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MT. EVEREST HAS BEEN TOPPED 


by Sir Edmund Hillary and Tenzing Norkey 


MT. ANNAPURNA HAS BEEN TOPPED 


by Maurice Herzog 


Tea was the principal beverage consumed on these 
climbs. Tea consumption tops the world — more tea 
is consumed in the world than any other beverage 
except water. Tea consumption in the U. S. A. is rapidly 


climbing to new heights. 


HENRY P. THOMSON, INC. 


120 Wall Street TEA IM PO RTERS New York 5, N. Y. 


BRANCH SALES OFFICES: BOSTON—CHICAGO—SAN FRANCISCO 


Member: Tea Association of the U.S.A. 
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Here is the preliminary program for the eighth annual 
convention of the Tea Association of the U.S.A., Sep- 
tember 27th - 30th, The Greenbrier, White Sulphur 
Springs, W. Va. 


Sunday, September 27th 

Registration of delegates and guests. 5:00 p. m.— 
Professional golf exhibition, Sam Snead and Gary Nixon, 
first tee, Old White Course. 6:30 p.m.—Cocktail party, 
your hosts, the allied trades; ballroom. 9:30 p.m. Con- 
vention chairman to announce special features of business 
program, sports, special events, etc.; auditorium. ‘Mission 
to the East’’ (films), Edward J. Vinnicombe, Jr., Director, 
McCormick & Co., Inc., Movie, “American Eats Out.” 
Also, feature film. 


Monday, September 28th 


9:00 a.m.—Welcoming and keynote address, Samuel 
Winokur, president, Tea Association of the U.S. A. 
9:20 a.m.—''Tomorow’s Asia-an Economic Round Table’’. 
Robert B. Smallwood, chairman; Sir Claude, Corea, K.B.E. 
Ambassador of Ceylon; G. L. Mehta, Ambassador of 
India; Dr. Zairen Zain, Minister Plenipotentiary of In- 
donesia. 

10:00 am.—"Tea in The U.S.A.”, Anthony Hyde, 
executive director, Tea Council of the U.S.A., Inc. 10:30 
a.m.—''We hitched Our Wagon to Tea’, William H. 
Preis, vice president, The Grand Union Co., and gen- 
eral manager of the route division. 10:45 a.m.—Recess 
for tea. 

11:00 a.m.—Report on tea industry publicity, Fred 
Rosen, consultant, Tea Council of the U.S.A., Inc. 11:30 
a.m.—Adjourn for group picture. 

2:00 p.m.—Golf, tennis, swimming and other sports. 
2:30 p.m.—Bridge, canasta, samba; Trellis Room. 5:00 
p.m.—Tea Time—Tea will be served in the main lobby. 
9:30 p.m.—West Virginia Hillbilly Night; auditorium. 





Tea production, U. S. market, ‘idea exchange” in program 


Tuesday, September 29th 

9:30 a.m.—Introduction of William O. Wheeler, presi- 
dent, National Restaurant Association, by Samuel Win- 
okur president, Tea Association of the U.S.A. 9:35 a.m. 
—''Tea’s Missing Market’, K. Cyrus Melikian, Rudd- 
Melikian Co. 

9:45 a.m.—''Make It Easy-Make It Good” - a sym- 
posium: Andrew Crotty, president, Crotty Brothers; H. 
A. Montague, president, Fred B. Prophet Co.; A. B. Dres- 
siger, Factory Stores; Walter M. Buggy, U.S. Naval 
Air Supply Depot; E. L. Lommasson, U. S. Department 
of Agriculture; Milton Smith, Slater System. 

10:30 a.m.—"Your Future Is in Your Hands’’, Armand 
J. Gariepy, president, Sales Training International. 11:00 
a. m.—Senator Alexander, Chairman, Senate Foreign Af- 
fairs Committee. 11:30 a.m.—Fifty-fifth annual meeting 
of the Tea Association of the U.S.A., followed by meeting 
of the board of directors. 

2:00 p.m.—Golf, tennis, swimming and other sports. 
2:30 p-m.—Bridge, canasta, samba; Trellis Room. 5:00 
p-m.—Tea Time, Tea will be served in the main lobby. 
9:30 p.m.—Harvest Moon Ball; auditorium. 

Wednesday, September 30th 

10:00 a.m. ‘Idea Exchange,” Max Margolies, Tea Pack 
Co., chairman; 11:00 a.m.—''World Tea Supply Pros- 
pects,” Robert Compton, Bingham & Co., Chairman. 
Panel: Cyril R. Brocklehurst, Mackwoods, Ltd., (Ceylon) ; 
Th. Van der Laan, senior managing director, H. V. A. Co. 
Amsterdam (Indonesia) ; and a representative of India. 
11:15 a.m.—"How to Increase the Pickup of Tea in 
Supermarkets.” Don Parsons, executive director, Super- 
market Institute. 11:45 noon Adjournment of convention. 

2:00 p.m.—Golf, swimming, tennis and other sports. 
2:30 p.m.—Bridge, canasta, samba; Trellis Room. 5:00 
p-m.—Tea Time, Main Lobby. 9:05 p.m.—Specia! con- 
vention train leaves for New York. 











1953 convention offers terrific challenge, opportunity to all tea men 





By GORDON C. HUNGER, Program Chairman 
Convention Committee 
Tea Association of the U.S.A. 


At this point in my Tea Association life I am a sceptic 
turned believer. Not until I accepted the job of program 
chairman for this year’s Tea Association convention did I 
fully realize the extent of the time, the work, the telephone 
calls, the meetings (formal and informal), and the paper 
work that previous program chairman and committees had 
engaged in to bring to fruition the very successful con- 
ventions of the past. 

Now I know! 

In the tradition that each year’s annual convention must be 
better than the preceding one, and in the face of the ex- 
tremely high standards which the other conventions have set, 
your program committee for tea’s eighth annual convention 
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has been working for months, planning and organizing bus- 
iness sessions that will be interesting and valuable to all who 
attend. 

At the Greenbrier this year there will be people from 
every segment of the tea industry—producrs, importers, 
packers and brokers. There will be people with interests 
allied to tea, representing steamship lines, advertising 
agencies, paper and carton manufacturers, equipment manu- 
facturers and a host of others. And there will be people 
from the distributive trades - wholesale and retail grocery 
chain executives, restaurateurs and industrial caterers. 

With such an assemblage there will be a terrific challenge 
and opportunity to discuss tea’s problems to the interest arid 
benefit of all. This year we have endeavored to build a 
program tailor-made to the audience at hand. For three 

(Continued on page 54) 
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The welcome mat is out to ideas that will help grocers 
sell more tea. That is one very obvious conclusion gained 
from interviews by a COFFEE & TEA INDUSTRIES representa- 
tive with officials and owners of large supermarket chains 
and family-sized food stores in the New York area. 

Grocers leave no doubt that they like tea. They like 
to buy it, they like to handle it, and naturally, they like 
to sell it. In fact, they would like very much to sell more. 

This benign attitude toward the product stems mainly 
from the ‘excellent’ profit margin realized on tea in com- 
parison to the hundreds of other food items carried. Just 
as important, profit on tea holds up consistently, unlike 
other items “which are being footballed these days,” as 
one grocer remarked. Also, the cost of warehousing and 
handling tea is quite low. 

Not so unanimous, however, is the grocers’ attitude 
toward ways of promoting tea sales in their stores. Some 
food retailers are willing to accept practically any and all 
merchandising ideas which will increase tea sales at their 
stores. Others are willing to adopt only those ideas 
which fit into their merchandising policies. 

Still, enough general attitudes were expressed in the 
interviews to note the following points: 

(1) All grocers are aware of and applaud the television 
and other national advertising campaigns being conducted 
by the Tea Council of the U. S. A. and by individual pack- 
But not all are willing to tie-in their own advertising 
with these campaigns. 

(2) Most grocers appreciate the service and cooperation 
they receive from their tea suppliers, but many are un- 
willing to take advantage of some of these services. Some 
think supplier service could easily be better. 

(3) Premiums are welcomed as fine sales stimulators by 
practically every grocery organization, but there is a wide 
variety of opinion as to how these offers should be con- 


ers. 


ducted, 

(4) Most grocers like price promotions and believe they 
should be run frequently. 

(5) A number of grocers have ideas of their own on 
how tea sales can be improved. 

The food dealers will wax enthusiastic when the subject 
of the effectiveness of the national advertising campaigns 
instituted by the industry is mentioned. Men like Charles 
Bond, assistant manager of Associated Food Stores, a group 
of 240 cooperative stores in Brooklyn and Long Island, 
feel that the Tea Council has done an excellent job so far 
with its widespread television advertising. He thinks this 
has gone far toward making more Americans tea conscious, 
Fut feels that more money and efforts should be expended 
in this direction. 

The Associated Stores, Mr. Bond reports, make good use 
of the promotional material supplied by the Tea Council 
and packer sources. He definitely believes that grocers 
should follow through by tying in their advertising with 
the national ad campaign. 

Albert Goldman, vice president and advertising manager 
of the Big Dollar Supermarkets in Westchester, also makes 
good use of the literature provided him—particularly ad 
mats and copy suggestions. Mr. Goldman is one of the 
real hard-hitting food merchants, promotionwise. The 
Big Dollar chain received recognition of this policy from 
the Brand Names Foundation, which awarded the stores 
a ‘certificate of merit” for its constant advertising of brand 
name merchandise. 
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Are your sales policies in line with today’s 
facts of life in the grocery market? Are 
you getting your share of the volume—even 
the easy, just-for-the-asking orders? How 
do grocers feel about your service? Your 
promotion material? Your premium offers? 
The answers may not be what you expect. 
That’s what this field report article—a 
Coffee & Tea Industries “fact-reference” 
feature—indicates. 


Mr. Goldman pulled out a sheaf of ad tearsheets run 
recently by the stores—all prominently featuring a pro- 
motion of tea. That is because, like many other grocers, 
he appreciates the profit margin in tea. At the main Big 
Dollar store in White Plains, N. Y., about 25 feet of top 
spot shelf space is devoted to tea of all kinds. As he com- 
mented, “I don’t think we could give tea more space than 
it has now.’ Giving the product such display prominence 
over other beverages has undoubtedly aided tea sales in the 
Big Dollar stores,” he declared. 

One of the few complaints registered by Mr. Goldman, 
however, was that not enough signs were made available. 
He stated that he particularly wanted large banners de- 
picting “appetizing” glasses of iced tea during the summer 
season. This is one grocer who obviously would make 
full use of the material. 

But talking to the co-owner of one family-sized store 
revealed the fact that some grocers are receiving no 
merchandising aid at all though they would welcome it. 
Leo Fox, of the R & R Dairy, in The Bronx, reported that 
his suppliers provide no material of any kind. He stated 
he cannot understand this attitude considering the fact 
that his source of other beverages will not only offer him 
all the signs and banners he wants, but will even set up 
window displays in his shop. 

Mr. Fox cited a recent case where a tea packer intro- 
duced a new product with a heavy newspaper and tele- 
vision advertising campaign, but the firm's salesmen ne- 
glected to bring in any signs to announce to the customers 
that the item was available in his store. 

“If the salesmen are too busy to handle signs and 
banners, the packers should ship them along with their 
cases,” he suggested. 

Austin Clynes, buyer for the Gristede Bros. chain of 
supermarkets and family-sized stores throughout New 
York City, stated he would prefer more medium sized 
signs and posters than the large types many sources offer. 
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Mass displays, like this Salada Tea island, move merchandise. 
Some grocers have good ideas—for the asking—on how to im- 
prove tea sales in their stores. Picture courtesy Salada Tea Co. 





He, too, noted that distribution of the material would be 
aided if suppliers packed it in the cases. 

Mr. Clynes also is pleased by the increased stress on 
advertising by the Tea Council and the industry. ‘I think 
they are doing an effective job right now in selling iced 
tea. But I think more should be done to promote tea as 
an ‘all-day’ drink for all meals, and even in-between 
meals.” 

However, other stores will use only material provided 
by the Tea Council—except in special instances—or will 
use no advertising material other than their own. 

In the former group is the H. C, Bohack Co., Brooklyn. 
An executive for this chain said that his stores use only 
Tea Council signs and advertising material. 

Patrick J. Neehan, assistant secretary of Peter Reeves 
Markets, Inc., New York, states that he doesn't “go for 
much industry or brand advertising.” He explained that 
it is his firm’s policy to keep their stores neat and orderly 
and to emphasize merchandise display over graphic display. 

Both organizations, however, will feature the material 
of a particular brand when the packer comes up with an 
“outstanding promotion.” 

The Thomas Roulston stores follow a similar policy, 
according to Ross E. Socolof, vice president. This firm 
makes up its own signs for its promotions. But Mr. 
Socolof added that he would certainly welcome advertising 
suggestions from industry sources to be incorporated into 
Roulston’s display or promotion format. 

Regarding service from tea suppliers, most grocers 
queried reported almost complete satisfaction. Deliveries 
are prompt; information regarding prices and special pro- 
motions is provided well in advance. As Mr. Clynes of 
Gristede Bros. commented, “Sometimes they (his sup- 
pliers) will recommend my holding off on large purchases 
until a special deal becomes available.” 

However, many executives are loathe to have packer 
salesmen or promotion men visit their stores to suggest 
selling or other merchandising ideas to their managers 
or help. “Their job is to display goods and ring the cash 
register—not listen to lectures,” asserted one official em- 
phatically. 

Mr. Goldman stated he does not want packer salesmen 
visiting the Big Dollar stores. ‘I feel we can do a more 
effective job in setting up our own displays,” he said. 

Mr. Clynes added that he gets plenty of suggestions for 
better displays from his tea salesmen. In fact, he often 
has to discourage their enthusiasm along this line, since 
they will try to make up “three island displays’ for their 
product when only two may be warranted. 

Mr. Socolof will not allow any salesmen to visit the 
Roulston stores. 
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Attitudes toward premiums are quite varied. 
firms, like the Peter Reeves Markets, will not allow any 
premuims to be handled by the stores. Others offer pre- 
miums provided by the packers in the store, but find them 
a nuisance. Mr. Clynes said he was particularly annoyed 


by a recent offering of tea pots and tea cups. Not only 
was it a “bother,” he stated, but the Gristede stores in- 
curred the displeasure of local hardware and chinaware 
stores for competing with them. He would prefer to 
maintain good community relations. 

Premiums handled through the mail or packed into the 
box are much more convenient for the storekeeper, was 
the opinion of many grocers. But Mr. Fox noted that as 
far as the R & R Dairy store was concerned, “no premium 
is better than a cheap premium.” He reported that some 
of his customers, observing the offering of a “cheap” 
article, will comment, “Something must be wrong with 
that tea if they have to give away stuff like that to sell it.” 

Mr. Goldman seconds the viewpoint that premiums are 
good sale stimulators as long as they ‘‘pull.”” Handling 
them through the mail would be fine, he commented, “If 
the customer wasn't too lazy to rip off the box top and 
mail it in.” 

The Big Dollar executive cited one recent successful 
premium offering by a dry cereal producer. Not only was 
the offer of “space goggles” announced on the firm's net- 
work television program, but local stations gave the name 
and addresses of those stores where the goggles were 
available. 

“We were swamped with kids and their parents as a 
result,” he reported. ‘The stock of goggles and the cereal 
were completely depleted within days.” Tea companies 
could well adopt this technique, he suggested. 

Management's attitude was strictly “thumbs down’’ re- 
garding the use of prizes to create competition among 
their stores and personnel for pushing tea. Some execu- 

(Continued on page 52) 
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how to increase restaurant volume 


By WILLIAM O. WHEELER, President 


National Restaurant Association 


William O. Wheeler, president of the Wheeler Catering 
Co. and Wheeler Foods, Inc., in Indianapolis, was elected 
head of the National Restaurant Association at iis annual 
meeting last May. 

A tireless worker on NRA’s Food and Equipment Re- 
search Committee, Mr. Wheeler was chairman of thai group 
for the past four years. He has been a mentber of the NRA 
directorate since 1940. 

A resturateur all his life, Mr. Wheeler was approached 
in 1923 by a local financier to take over a defunct Indian- 
apolis restaurant. He did so successfully, it led to the est- 
ablishment of a chain of Wheeler restaurants throughout 
Indiana. 


When the editor of this publication asked me to submit 
a few words on the subject of selling more tea through 
restaurants he said: ‘The turning point for tea is behind 
us. Americans are now drinking more tea.” 

On the basis of personal experience in my own restaurants 
I can readily affirm that 
Americans are drinking more 
tea. Our tea sales have steadi- 
ly increased over the past 
several years, _ particularly 
during the iced tea seasons. 

But what I don’t know is 
whether more Americans are 
drinking tea more often, or 
whether more Americans are 
finding out about the good- 
ness of tea drinking. 

The increase in sales must 
contain some of both factors, 
I know. But as a person in the business of selling your 
product to the consumer I hope more Americans have 
acquired the habit of ordering tea. It is a profitable item 
to handle. And I know that if my restaurants can put out a 
good glass of iced tea or a good cup of hot tea that the 
“repeat” factor will take care of itself. We should make 
better tea than we do now. 





I have been informed that about 15 per cent of the tea 
consumed in this country is consumed in the public food 
service field. That would be the traceable sales, perhaps, and 
would not include those purchases made by several thousand 
very small restaurant operations whose business is largely 
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roadside and who most likely “stock” tea but purchase 
their supply from local grocery outlets. 
In any case, the overall picture of tea service through 
restaurants has considerably improved over the past few 
years—due for the most part, no doubt, to the tremendous 
merchandising and advertising job done by the tea industry 
in creating a taste for tea and the educational job done in the 
restaurant field in pointing up the profit factor in ica sales. 
My own trade group, the National Restaurant Association, 
has been most cooperative with your industry in the past and 
is currently exploring new avenues of cooperation with you. 
Naturally, we do this because it is of benefit to cur industry. 
There is a rule of thumb in the food field that is 
accurate, and which the tea industry could very well accept as 
a challenge or goal for future sales. It is that about 25 
per cent of all foods consumed annually in the U.S.A. are 
consumed in public eating places. The figure fluctuates by 
product or season, but overall that is the picture of public 
food service. 
If you will accept that rule of thumb you will agree, I 
am sure, that the difference between the current tea volume 
of 15 per cent or 18 per cent and a 25 per cent potential 
represents a lot of dollars for your industry. 
Our industry serves about 70,000,000 meals cvery day. 
Obviously you can’t shoot for 70,000,000 cups of tea served 
through our market every day. Some people will want milk, 
Some coffee. Or any of a dozen other beverages competitive 
with yours. And the capacity of restaurant patron is no 
different from that of everyone else. That's what food 
products compete for. 
In addition, you compete for thirst satisfaction. Seventy 
million people want something to drink when they are served 
meals in public eating establishments. Except for those 
seasons when your industry distributes point-of-puichase 
display pieces suitable for restaurant use, these 70,000,000 
people are isolated from any idea of tea except the suggestion 
your advertising may have implanted in their minds or their 
own personal eating habits. 
When both the advertising and point-of-purchase media 
coincide, it is wonderful for the restaurant operator who 
has learned that tea is a big profit item. 
It is also a wonderful thing for the tea industry because 
restaurants have a profound effect on the eating habits of 
America. A good, refreshing glass of iced tea in a restau- 
(Continued on page 51) 
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methods and equipment, sales? 


Restaurant operators would be only “too happy’ to see 
tea become as popular a beverage in the United States as it 
is in many other nations in the world. This fact was 
brought out repeatedly in a series of interviews conducted 
by this magazine recently with executives representing some 
of the largest restaurant chains in the country. 

Offering a comparatively [ower cost and higher profit 
margin than other beverages, tea can easily be sold to restau- 
rateurs here. The problem is how to make their patrons 
tea conscious also. 

Some promotion-minded restaurant organizations geared 
to volume sales are willing to adopt any ideas or techniques 
which would stimulate the demand for tea . Others, which 
follow more conservative merchandising policies, feel that 
it is up to the industry to carry the promotional ball and 
“change the eating habits of this nation. 

Regardless of this variance in attitude, the interviews re- 
vealed that there is a lot that both the tea industry and 
the restaurant can do to increase tea consumption here. 
Some courses of action that both groups could follow include: 
(1) Educating waiters and countermen in direct contact 
with the customers to ‘‘suggest tea’” more often to their 
custormers. 

(2) Devising new ways to serve tea more easily— 
particularly hot tea—so as to eliminate a slight aversion of 
restaurant personnel to handling the beverage. 

(3) Doing everything possible by national and point-of- 
sale advertising to promote a “tea-time’’ break in off-periods 
between the mealtime rush hours. 

(4) Making greater use of the promotional material 
available by the Tea Council and the individual packers, 
such as signs, banners, table tent cards, menu coupons and 
ad copy suggestions. 

(5) Having a more open mind toward promotional ideas 
offered either restaurant officials or packer salesmen. 

(6) Observing ‘‘success stories” in pushing tea sales 
by individual firms and adopting them to other restaurants’ 
methods of operation. 

(7) Providing better equipment for dispensing and 
serving tea. 

Regarding the first point, Benjamin S. Thaw, vice presi- 
dent of the United Cigar-Whelan Stores Corp., has noted 
that too many waiters and countermen by force of habit 
suggest other beverages during meal times and “break” 
periods. Completely sold on tea himself because of “the 
low cost factor in stocking tea and the large margin of profit 
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operators like tea profit, see problems 


What do restaurant men think of tea packer service, brewing 


A “fact-reference” field report. 





Both industries—tea and restaurant—working together can lick prob- 
lems and expand public service consumption, most restaurateurs 
feel. Picture courtesy Thomas J. Lipton, Inc. 


to be made in comparison to other beverages,” he would like 
to see his personnel ask the customer: “Some refreshing iced 
(or hot) tea today, sir?” 

Mr. Thaw suggests an educational campaign to be con- 
ducted by the industry among restaurant personnel. One 
effective way of doing this, he believes, would be to offer 
prizes to individual store managers and clerks for selling 
tea during periodic contest periods. He cited the success of 
one soft-drink firm which conducted such a contest in his 
stores. 

It was learned from the Tea Council, however, that similar 
tea contests were conducted among ten of the leading drug 
store chains last year with excellent results, and that the idea 
may be repeated later. 

E. J. Nagle, director of purchases for Bickford’s 104 
restaurants across the nation, believes this ‘‘reluctant”’ attitude 
of waiters and waitresses stems more from the extra handling 
required in serving tea. Handling the teapot full of boiling 
water, the cup and saucer, the tea bag and the lemon wedge 
requires a few extra operations. 

Though agreeing with Mr. Thaw that an cducation 
campaign would help, Mr. Nagle holds that restaurant 
personnel would be willing to suggest tea if the industry 
would devise easier ways to dispense tea—particularly hot tea. 

Carl Riechel, director of purchases for the Childs, which 
has 53 restaurants in the United States and Canada, beiteves 
that if a customer would ask for tea, he certainly would 
get it, despite the slight handling problem. Therefore, he 
stated, it is up to the tea industry to create the demand for 
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The perfect gift or premium 
for every one who buys 
or sells tea! 


Offer your customers the only line of Teamakers 
of its kind! The one line that’s growing fastest 
in sales . . . because experts and housewives 
agree its the new, better way to brew perfect 
tea every time. As a gift or as a premium, 
Teakoe Teamakers appeal to every one for their 
outstanding style, nationally advertised value and 
superior tea-making ability. 


BREWS TEA THE INFUSION WAY 


All Teakoe Teamakers feature an exclusive Stain- 
less Steel Infusion Basket scientifically designed 
to permit full expansion of the leaves to bring 
out all their flavor. Wildly boiling water is 
poured over the leaves in the basket. After 3 
minutes the basket is removed and the Teakoe 
Teamaker is ready to serve perfect uniform tea— 
every time. 

Also available in: 

1, gal. “Iced Tea’’ model of Pyrex glass with 
Stainless Steel protective shell. Black Bakelite 
handle and cover knob. Retail price $8.95 
Fiberglas insulated, Stainless Steel model with 







PYREX GLASS and STAINLESS STEEL MODEL 


This attractively styled model brews 3 to 8 cups. It 
aoc gg inner liner keeps tea hot for — has a black Bakelite handle and cover knob with 
Outside stays cool—will not mar any surface. permanently hinged cover. Large capacity and _at- 
Hinged cover, black Tenite handle and cover tractive appearance make it ideal for every family. 


knob. Brews 2 to 6 cups. t él 
Retail price $16.95 Retail price $7.95 


CHRISTMAS GIFT IDEA! 


Wondering what to give your customers for Christmas? Choose 
a smart, new Teakoe Teamaker and be sure of a warm welcome. 


NEW! EXCLUSIVE! 


"Secrets of a Tea Expert 


with 50 Unusual Recipes” 
by Charles F. Hutchinson 


Now available as the ideal giveaway or 
mailing piece for you — your customers 
— or to the general public! 





Never before has there been so comprehensive and authori- exciting tea recipes for every occasion. Every homemaker 
tative a booklet devoted exclusively to tea! Charles F. Hutch- — will want one! Booklet measures 3 x 5 inches . . . avail- 
inson, former U. S. Tea Examiner explains the different able in quanities at extremely economical price with desired 
types of tea and the various blends available. The 24 color- imprint. 


ful, attractive pages include tea-brewing information and new, 


Write for quantity discounts on Teakoe Teamakers 
and sample of booklet, to 


TEAMAKERS, INC., 35 E. WACKER DRIVE, CHICAGO |, ILLINOIS 
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tea, before the customers enter the eating place, through 
continued emphasis by national advertising. He lauded the 
efforts of the Tea Council in this respect. 

Seconding this attitude is George Stillger, director of 
purchasing for the 44 Horn & Hardart “Automats” in the 
New York City area. Since selection in the Automat 
operation is through a window or a coin-operated spout, 
there is almost no direct contact between the customer and 
food handling personnel. 

But, Mr. Stillger added, he is quite satisfied with present 
tea sales during the meal-time rush hours. In recent years, 
he reported, tea sales have zoomed ‘several hundred per 
cent’ at the Automats. He attributes this largely to the 
chain’s holding the price of tea down to five cents a cup, 
while coffee was raised to ten cents a cup. 

Sales of hot tea at Horn & Hardart restaurants during 
the fall and winter months average around 980,000 cups a 
month. During summer months, sales of hot tea run about 
840,000 cups a month, while iced tea sales during particu- 
larly hot summer months, go up as high as 1,200,000 glasses 
monthly. 

But like probably every other restaurant man in the 
country, he would like to see an overall increase in tea sales 
in the mid-morning and mid-afternoon periods between the 
rush hours. 

In the Automat operation, the best way to display or 
emphasize a product is to give it the most prominent window 
space. This is often done in the case of tea. But he feels 
like other restaurant men that a national advertising cam- 
paign would be much more effective for creating the “‘tea- 
time’’ habit. 

At the Exchange Buffet cafeteria restaurants in New York 
the choice is also left completely up to the customers. This 
is true on the serving lines, where both coffee and tea are 
made available at the same point, and on the serving wagons, 
which the chain runs through offices and factories between 
meal times. 

Charles Stern, vice president and general manager, states, 
“We have held the price of tea to five cents a cup. Though 
this has helped tea sales, coffee sales continue to be high, 
as the consumer finds ten cents for a cup of coffce a real 
bargain in face of the rising retail price of coffee today. 
“At the same time, our profit on coffee is constantly 
shrinking. Anything that could be done to step up tea sales 
would be very much appreciated by this firm.” 

Roland M. Howell, director of purchasing for Schraffts, 
also believes that the tea industry will have to shoulder 
most of the burden for creating the tea-time habit. The 
Schrafft restaurants have been featuring an afternoon tea time 
for years, he explained, but, “it is up to the industry to sell 
Americans on tea and change their eating habits by a 
national advertising campaign.” ; 

It would not be in keeping with the atmosphere of the 
Schrafft restaurants, Mr. Howell explained, to run any con- 
certed promotional campaigns in the dining rooms, though 
items like tea will be featured pericdically on the back of 
Schrafft menus. 

Some restaurant operators, however, would be quite wil- 
ling to do their share in staging an effective promotion cf 
the tea-time break. But they would appreciate the cooper- 
ation of the industry and their suppliers. For example, 
Mr. Nagle reported that two years ago he instituted a special 
tea time prcmotion in the afternoon at the Bickford restau- 
rants. To foster the idea he employed such devices as 
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Tea men have sparked big advances in some tea brewing techniques; 
more is needed. Here, in early postwar example, tea concentrate 
is being poured into a Wyott cream dispenser with thermal unit. 


special checkerboard table cloths and special displays of 
interesting tea pots. He reduced prices of certain food 
items to sell with the tea. 

The idea was tried for a full year. In New York City and 
Boston the scheme failed, and was discontinued. For some 
inexplicable reagional attitude, however it continucs to be 
a great success in San Francisco. 

Of the material he does receive from his suppliers, much 
is ineffective, Mr. Nagle asserted. This is particularly true 
of posters which tie-in with ‘fancy’ foods that cannot be 
sold in his operation. ‘The signs should be restricted to 
tea. Let the restaurants tie-in the foods they know they 
can sell,” he declared. 

He also prefers to have more big signs to place on coun- 
ters. He mentioned the success resulting last year from a 
large lithograph reproduction of a glass of iced tea. This 
year, he explained, these signs were no longer available from 
his tea suppliers, and he had to use smaller posters which 
he feels are not as effective. It was learned from the 
Tea Council, however, that the signs to which Mr. Nagle 
referred were prohibitive in cost. 

Mr. Thaw reported that the Whelan Drug chain has done 
very well with its own signs for promting iced tea sales 
this summer. Iced tea has repleced lemonade in the group 
of summer drinks featured at the chain’s fountains. But 
he would welcome material for pushing hot tea. He 
stated that he gets none of this from his supplier, a whole- 
sale distributor. 

Though most restaurants prefer to use their own format 
and signs for display ads and posters, all executives con- 
tacted declared their willingness to accept any advertising 
or promotion ideas from industry sources and incorporate 
them in their ads. ‘‘Good ideas are always welcome,” stated 
Mr. Riechel of Childs. 

One success story which might well be considered by other 
restaurants is that of the Walgreen Drug Co. According to 
Anthony Polito, fountain supervisor in the New York area, 
the national chain of 329 stores last summer instituted an 
offer of “All the Iced Tea You Can Drink for 10 Cents.”’ 
The promotion was so successful that in 1952 iced tea sales 


(Continued on page 38) 
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Are tea packer salesmen doing a good job? What do restaurateurs 
and grocery operators say about them? What should a packer — and 


his customers — expect of a salesman? 


Ask a grocer or restaurant operator if he thinks his tea 
salesmen are doing a good job. Chances are he will reply: 
“Yes. They give me good delivery. They keep me informed 
about latest price developments and special promotions. They 
are quick to handle my complaints.’ 

This is well and good. But interviews by a Coffee 
& Tea Industries reporter with a number of restaurant execu- 
tives and food merchants in the New York area raises 
the question: “Are these services all that should be expected 
of a tea salesman, or are they just one aspect of his major 
job—that of selling more tea?” 

Obviously, the answer to this question is that good service 
is not only expected, but should be considered a normal 
minimum by every tea packer salesman in this country. 

Regarding this point, one restaurant chain official com- 
mented: ‘Competition in the tea field is rough. Those tea 
salesmen I deal with know that if they don’t give me 
satisfactory service, they will lose my account.” 

Competition in the tea industry is rough. Packer sales- 
men find themselves competing not only against other 
tea brands, but against many other beverages vying for dis- 
play space and prominence in food stores and eating places 
across the nation. 

For this reason, they cannot be just “‘servicemen” or 
“order-takers.”” Each must be a salesman, a promotion man 
and a merchandising man—all rolled into one. 

It is not difficult to sell grocers and restaurateurs on tea. 
They like the product—particularly the healthy profit margin 
it offers in these days of rising wholesale food cost. 

The real job is selling them on ideas for moving more 
tea off their shelves and on dining tables. 

Many tea packing companies spend thousands of dollars 
annually for merchandising ideas and materials to do this 
job. But many of their customers do not, or will not, use 
this aid, for a multitude of reasons. 

These reasons present the real challenge to the salesman 
who wants to do a real selling job. Yet from the statements 
and comments made by the restaurant and food merchants 
interviewed, it is apparent that many salesmen are ignoring 
this challenge. 

Commenting on this point, J. H. Thoelke, eastern division 
sales manager for the Thomas J. Lipton Co., stated: “Our 
sales staff follows the policy of selling :ts advertising material 
to its customers just as much as they sell their merchandise. 
This is to the best interest of the dealer.” 

It is not an easy task. In many respects, its the hardest 
part of the saleman’s job. Some dealers and restaurant 
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Non-routine approach by packer salesmen can boost current volume 
enormously. Here Tetley Tea representatives pose with grocers in 
front of monster Tetley display in Miami, Fla., supermarket. 





men have set ideas on how to operate their food stores or 
restaurants. Some will not tolerate the use of any signs or 
posters other than those printed in their own shops. Some 
will refuse to use any material at all. Some will never 
employ such devices as premiums or sales contests among 
their help. Some never will allow tea salesmen into 
their stores to help with displays or give sales tips to store 
personnel. 

Other restaurant people believe that it is strictly the 
tea industry’s problem to develop demand for their product. 

Yet there are many who can well be described as "'pro- 
motion-minded.” They are receptive to practically any idea 
or material that will help them sell more tea. As revealed 
in the interviews, these food merchants are willing to co- 
operate with their suppliers to the fullest. 

But often the cooperation is not even solicited! 

For example, Benjamin S. Thaw, vice president of the 
United Cigar Whelan Stores Corp., reported he does not 
get enough promotional material from his suppliers or in- 
dustry sources, though he would certainly welcome it. This 
is particularly true of literature for hot tea, of which, he 
stated, he gets almost none. Table tent cards and menu 
coupons would be much appreciated for the chain’s fountains. 

And Leo Fox, co-owner of a family sized grocery in the 
Bronx, noted that he gets no material from his tea sales- 
men at all, though salesmen for other beverages are quick 

(Continued on page 36) 
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Tea & Coffee Packers 


80 Front St. 


New York 5 








PORT WAREHOUSES, INC. 
Stores for the Trade 


41-47 Vestry St. New York 13, N. Y. 


The Greenbrier 
Site of the 1953 Convention 


TEA PACK COMPANY 
“The Complete Tea Bag Packing Service” 
367 Greenwich St. New York 13, N. Y. 


Member, Tea Association of the U. S. A. 








SALADA TEA CO., INC. 
Tea Packers 


Stuart & Berkeley Sts. Boston 16, Mass. 


TETLEY TEA CO., INC. 
Tea Blenders and Packers 


483 Greenwich St. New York 13, N. Y. 








SEEMAN BROS., INC. 
Tea Packers 


121 Hudson St. New York 13, N. Y. 





565 Fifth Ave. 





SIELING URN BAG COMPANY 
“Ollas” 
Chicago 22, Ill. 


Sieling’s Ice Tea 


927 W. Huron St. 

















SPRAGUE WARNER 


> A Division of Consolidated Grocers Corporation = 


= 901 Division St. Chicago 22, Ill. 


TOLEDANO & PINTO (AMERICA) Inc. 


Tea Importers 


New York, N. Y. 





UNITY WAREHOUSE CO., INC. 
Distribution—Trucking 


New York 13, N. Y. 


Warehouses- 


387-91 Greenwich Street 








STEWART & ASHBY COFFEE CO. 
Stewart's Private Blend Coffee and Tea 


- 845 W. oe ae Blvd. «met 7, Ul. 


STOP & SHOP, INC. 
Supermarkets 


393 D Street Boston 10, Mass. 


SEPTEMBER. 1953 


DOMINIC J. VASKAS 
Tea Broker 


New York 5, N. Y. a 


79 Wall St. 





WEST SIDE WAREHOUSES, INC. 


Modern Tea Storage—Clean Rooms 


416-424 sahil St. New York 13, N. Y. 


WESTERN STATES TEA 
ASSOCIATION 


Eleven Western States 











more volume by packer salesmen 
(Continued from page 32) 








Packer representatives who tailor campaigns to particular needs of 
specific accounts open new vistas in expanding sales. Brownell & 
Field's Clarence McElman in 1949 achieved a 400 per cent increase 
for Autocrat Tea in three days with this demonstration-display he 
developed in Wilson's Big Chief Supermarket, Providence, R. | 


to supply all he needs and will go to such lengths as putting 
up displays in his window and in the store. 

He cited one case where a tea packer spent “thousands of 
dollars in TV and newspaper advertising to introduce a 
new product. But do you think their salesmen gave me 
at least one sign to let my trade know that this tea was avail- 
able in my store? No! I received nothing from them.” 

Possibly noteworthy is the fact that some of the tea sales- 
men dealing with Mr. Fox see him as often as once every 
ten days, while others see him perhaps once every three 
months. 

Mr. Thaw also reported the lack of interest shown in 
one promotion idea he had. This was for a tie-in of free 
tea bags with a sale of imported tea pots he was planning 
to promote in the drug chain. Though he promised to give 
display and window space to the tea brand in every one 
of the Whelan stores, he could interest no packer through 
its salesmen to join in the promotion by providing the tea. 
Mr. Thaw found this attitude disturbing, considering the 
fact that most tobacco manufacturers will even offer to pay 
for window space. 

E. J. Nagle, a buyer for the Bickford restaurant chain, 
indicated displeasure with some of the signs and material 
offered him because they tied-in with “fancy foods’ that 
can't be sold in his operation. Similar complaints were 
registered by other dealers and restaurateurs in the course 
of the interviews. 

This provides a good reason for salesmen who are in 
direct touch with the retailer to get ideas “in the field’ for 
more practical and effective promotional material. They 
should make it a point to pass on these ideas to company 
brass. And tea executives shculd make it easy and rewarding 
for such suggestions that are sought. 

At Lipton’s, Mr. Thoelke commented, this principle is 
established in company policy. “All our salesmen know 
that the door is always open to any good merchandising 
ideas.” In addition, he reported, Lipton executives are 
constantly “in the field’ themselves to get retail opinion 
for more effective promotion techniques. 
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One restaurant official complained about not getting 
promotional material from his suppliers, though industry 
sources reported that his firm receives considerable amounts 
of such aid. Apparently these signs or menu-coupons and 
the like are going to the wrong man or department. 

Closer liaison in such cases could be highly profitable. 

This instance also points up the need for follow-through. 
Is the outlet using your promotional material? If not, 
why not? It might be for as easily-corrected a reason as 
the above example. 

As stated before, some food merchants will not allow 
any packer salesmen into their stores. But one supermarket 
chain executive suggested that the tea companies compile 
“success stories’ of good merchandising ideas and send 
them out by bulletin to the store managers, if the firm will 
not allow the salesmen in its stores. He cited his own 
success in giving. tea-a top display spot in his stores. 

This idea could be extended to all types of sound merchan- 
dising success stories. Even the most conservative merchant 
is open to ideas that pay off. And a number of grocers 
reported that though their company policy is against using 
outside material, an outstanding promotional idea would be 
featured. 

It is often up to the packer salesmen to keep offering 
these ideas—tailored to the specific needs of the merchant. 
If he can back them up with reports of previous successes, 
he has powerful selling ammunition. 

Though, as previously stated, most restaurateurs or grocers 
are satisfied with the service they receive from their tea 
salesmen, at least one grocer reported a glaring shortcoming 
among some of his suppliers. Albert Goldman, vice presi- 
dent of the Big Dollar Supermarkets in Westchester, N. Y., 
related that some salesmen are reluctant to go to the trouble 
of compensating his stores when instances of breakages 
appear as the cases are unpacked. 

These salesmen, he reported, tell him: “Oh, it’s too 
minor to report. Let the breakages accumulate first.” Their 
concept of what constitutes a sufficient amount of breakages 
to report can mean a substantial operating loss to his store, 
Mr. Goldman asserted. 

When compared to the immediate compensation received 
from canned goods suppliers, Mr. Goldman finds this at- 
titude hard to understand. 

However, this condition is not universal. At Liptons, 
according to Mr. Thoelke, salesmen will make good im- 
mediately on any “legitimate” dealer complaint. In case 
of breakages, they will either replace the merchandise or 
compensate the merchant with cash. 

No matter how the subject is approached, it is impossible 
to get away from the original premise that a good tea 
packer salesmen must be a ‘‘salesman’’—not just an order- 
taker or service man . He must constantly keep in touch 
with his customers, not only to check their stocks, but to 
learn of their problems, to get merchandising ideas, and 
to pass them on. 

As a salesmen, he must convince his accounts that the 
merchandising aid offered to them is for their benefit. If 
he can relate this aid in terms of their particular needs 
and problems, he has most of the battle won. Those sales- 
men who won't even make the attempt to help the dealer 
help himself are certainly not doing their job. 

It is only common sense that every time a new merchan- 
dising idea helps a grocer or restaurateur sell more tea, he 
(Continued on page 52) 
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restaurant operators like tea profit 


(Continued from page 31) 





topped that of 1951 about 14 times. 

This year, with huge signs plastered all over the foun- 
tains announcing the offer again, sales are expected to top 
the 1952 figures. In addition, the stores are running a 
special budget luncheon which features tea with cther food 
items like a tomato and lettuce sandwich and an ice cream 
cake roll, all for 47 cents. This luncheon is also designed 
to promote iced tea. 

Mr. Polito commended his tea supplier for the aid and 
assistance in setting up and executing this promotion, which 
has exceeded all previous expectations. The average amount 
of tea consumed during the offer, by the way, runs to about 
one and a half glasses, he reported. 

Though many restaurants are supplied with adequate 
equipment for serving tea, a number of executives interview- 
ed said they were dissatisfied with such items as the earthern- 
ware crock used for dispensing iced tea. They would prefer 
the transparent glass crocks which make tea look appetizing 
and eliminate some apprehension on the part of the 
customer. Those firms which have the glass crocks reported 
that the effect is more pleasing. 

As Mr. Stern of the Exchange Buffet commented, ..A cus- 
tomer doesn't trust something he can’t see.” 

Another executive indicated he would like some help from 
the industry providing tea pots. His firm pays from $1.10 
to $1.25 for its tea pots, but because of heavy breakage, he 
is looking for a less expensive pot. 

It is quite clear from the opinions expressed by the restau- 


rateurs that though the desire to sell more tea is there, 
there are problems that must first be solved if appre ‘'e 
headway is to be made in stepping up tea consumption .a 
USS. eating places. But the solutions can only be found by a 
joint effort of the tea industry and restaurant operators. 

The attitude of “let George (or the tea industry) do it” 
stated by some restaurant officials is certainly not construc- 
tive. On the other hand, the industry—by individual and 
joint action—can do well to review the effectiveness of their 
promotional campaigns among their many restaurant ac- 
counts. 

Definitely more diligence in distributing promotional 
material would pay off. Equally profitable would be more 
follow-through—to convince restaurant management of the 
benefits to be obtained from the material and to see that 
greater use is made of it. 

Certainly both groups should learn from the efforts of 
those restaurants which are really trying to sell more tea— 
and succeeding. 


Tea Council hot tea 
drive in 1953-54 season 
to concentrate on TV 


Television will be the main media for the 1953-54 hot 
tea campaign of the Tea Council. 

The council will concentrate on 12 of the largest markets. 

A complete new line of point-of-sale material will sup- 
port the campaign in grocery stores. Included will be a store 
kit, consisting of a shopping cart wrap-around, four all- 
purpose posters and six department markers. 
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Tea With Milk 


Many experts agree Tea with milk (but not cream) 
tastes best. Urge consumers to try your Tea with 


milk and increase the popularity of your brand. 
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instants in the growing tea market 





a “fact-reference” report 


“Anytime a manufacturer can offer the American house- 
wife a product that has taste, economy and convenience, 
he really has something.” This statement—particularly 
the word “convenience’—made recently by an executive 
of Seeman Bros., New York food packers, to a COFFEE & 
TEA INDUSTRIES reporter, provides the key to the increased 
emphasis on the ‘instant’ or water soluble teas, by three 
major packers in the United States. 

At present three of these products are being marketed. 
Each differs from the other in content and manufacture, 
though all contain teas of the Orange Pekoe and Pekoe 
varieties. Two are dehydrated or powder granule types; 
the third is a liquid syrup. 

Nestea, one of the powdered types, was first introduced 
in a limited market area by The Nestle Company, Inc., in 
1948. How-ver, Tender Leaf Instant Tea, according to 
Standard Brands, was the first product of its kind to be 
sold and advertised in the U.S. The most recent addition 
is White Rose Redi-Tea, the liquid type offered to the 
New York trade for the first time this past June by See- 
man Bros. 

Of the three, only Tender Leaf’s product has achieved 
national distribution, though Nestea’s market has been 
expanded each year since it was introduced. 

Originally both Nestea and Tender Leaf’s instant tea 
were similar in content. Both contained tea and added 
carbohydrates, such as dextrose, maltose and dextrins, “to 
seal in and protect the flavor.” Last year, however, Stan- 
dard Brands followed the pattern set by the instant coffee 
field in switching over to a “100 per cent real tea” product. 
Nestea, however, continues with the same formula. 

Redi-Tea, a dark, syrupy liquid, contains cane sugar, in 
addition to tea, and a minute amount of benzoate of soda, 
both as preservatives. Though liquid, water soluble teas 
have been used for some time by the restaurant trade in 
England, according to a White Rose Official, their in- 
ability to stand up for any long period made them im- 
practical for consumer use. Redi-Tea, however, does stand 
up and has ‘‘long shelf life,” he stated. 

Despite the difference in the content of the three 
products, each producer contends that its instant tea 
offers the best “final” flavor. 

Though all of the instant teas are designed for use both 
as hot and iced tea, one of the packers admits that they 
are really aiming their products at the iced tea market. 
The main reason for this is the relative ease it offers for 
the preparation of iced tea. No brewing or steeping is 
required. In the case of the powdered teas, however, 
some boiling or hot water is necessary to dissolve the 
granules and ‘release the tannins,” before the cold water 
and ice can be added. Nevertheless, they eliminate the 
need for making up a batch early in the day to serve in the 
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Do these products—today's instants—herald a trend in iea? 


evening, since they can be made for instant use. 

White Rose feels that its product has an advantage over 
the other two in that no boiling water is needed and all 
that is required is the addition of cold water and ice. Be- 
cause of this, it has been able to market Redi-Tea to the 
restaurant trade with special dispensers. The dispensers 
operate much like those used for carbonated beverages. 
One push of a button releases a measured amount of 
syrup for quick handling. 

Each product also differs in jar size and weight offered. 
Nestea is packed in a one and a half ounce jar. Tender 
Leaf’s “real” instant tea comes in a one ounce jar—though 
originally introduced as a carbohydrate product in a two 
and a half ounce jar. White Rose Redi-Tea comes in 
eight-ounce and 16 ounce sizes. 

Though the cup yield from each will vary according 
to the consumer's taste, Nestea states on the lid that for 
normal use, one-half a teaspoonful for a cup of hot tea 
will provide 70 cups. One teaspoonful, recommended for 
iced tea, will provide 35 glasses. 

Tender Leaf recommends one teaspoonful of its product 
for each cup and glass of hot or iced tea. 

Redi-Tea requires one ounce of syrup for each cup or 
glass of tea. 

All of the producers feel that the potential market for 
their instant teas is practically unlimited. However, White 
Rose says that its brand is known mostly in a regional 
market radiating about 100 miles from New York City. 
For this area, after kicking off the new product with a 
tremendous advertising campaign in New York, Seeman 
Bros. expects to let the promotion of Redi-Tea ride at the 
end of the present iced tea season. But there are indi- 
cations that the firm may expand to other areas, where iced 
tea is a year-around drink. 

The Nestle Co. placed considerable emphasis this past 


(Continued on page 46) 
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better brewing for more tea sales 
































































If every cup of tea consumed in the U. S. were made 
with one teasponful of tea leaves, or one tea bag, it would 
automatically increase tea sales over 40,000,000 pounds 
in one year. This increase alone would amount to one 
extra pound of tea for every family in the U. S.—without 
creating a single new tea 
drinker! 
While visiting a friend 
who was enjoying a short hos- 
pital convalescence, his nurse 
entered the room with a cup 
of tea for him. Since the 
doctor in charge of the case 
had left instructions that he 
was to have only tea, no 
coffee, my friend grimaced in 
mock pain as the cup of tea 
was set before him. 
Out of curiosity, and in de- 
fense of tea drinking in general, I inquired as to how the 
tea had been made. The nurse's method, as described by 
her, was a clear explanation of how we in America have 
allowed the hastening clock to ruin this delicious and re- 
freshing beverage. The nurse had been plying her unwilling 
patient three times a day with an infusion of insipidity made 
by immersing a tea bag into hot water drawn from the tap 
in the janitor’s washroom. This first, and often the last, 
experience with tea is repeated a million times a year in our 
restaurants, clubs and homes throughout the country. It has 
helped tea to gain an absolutely false reputation which is 
still limiting its natural growth in popularity. I find the 
belief general among my friends that tea is popular in 
other countries because of the social ceremony that surrounds 
its consumption rather than because of its natural gocdness. 
As the only company in the world devoted exclusively to 
the manufacture and sale of Teamakers, we are faced con- 
stantly with the problem of how to interest women in tea. 
Here is what we find: 
1. American women are convinced that they can't make 
good tea. They have been told so many times that they 
make wonderful coffee, but poor tea, that they actually be- 
lieve it. I don’t know who started this propaganda but I 
am very sure that it can and should be combatted effectively. 
2. American women are vitally interested in ways to 
prepare tea. The recent campaign by the Tea Council on 
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How can the industry get improved brewing in America’s homes and restaurants? 
Here are specific, hard-hitting answers — from a man wholly devoted to tea making 


By CHARLES H. NEWMAN, President 


Teamakers, Inc. 


the sauce-pan-method of brewing iced tea is one of the best 
things that has happened to tea in this country. The amount 
of interest generated by the publicity given to this method 
is plenty of proof that women are interested in ways to 
prepare tea. 

3. American women are accustomed to specific directions 
-not generalities - in both recipes and instructions. Fer 
example, we know that tea should be brewed by time and 
not by color. Notice the instructions given on any tea 
package: “Steep 3 minutes to 5 minutes.’ These instrutcions 
are vague to a housewife who has $50 worth of timing 
equipment built into her kitchen range, and who is told 
to cook her frozen peas exactly three minutes for best flavor, 
her roast of beef eight minutes to the pound, etc. Added to 
this, there is the aggravating fact that a “teaspoonful” of tea 
can be level, rounded or heaping, and that a “cup” of water 
can be anything from five to eight ounces, and there you 
have a slight picture of her dilemma in connection with tea. 

4. American women want the fools to do a job. Any- 
one who has watched the growth of the appliance and house- 
wares business cannot help but be impressed with the growth 
in popularity of the food mixer, the automatic toaster, the 
fryer, the coffeemaker and many, many specific types of 
equipment for doing specialized jobs. I have been asked 
many times, ‘What is a Teamaker?” Well, my answer is 
this: ‘‘ A Teamaker is to a teapot as a coffeemaker is to a 
coffeepot. The difference between them is that the maker: 
provide means of removing the leaves (or the grounds) from 
the finished brew.” 


New methods 

It wasn’t very many years ago that the granite coffee pot 
was the best selling utensil for making coffee. Many women 
prided themselves on their ability to make good coffee. Often 
they added an egg, sometimes a pinch of salt, some poured 
a cup of cold water in the brew to help precipitate the 
grounds. The great majority of women couldn't make a 
decent cup of coffee no matter what they did. But when 
the coffeemakers began to come along, offering every women 
a chance to become an expert, then coffee sales really started 
to climb—and they have kept pace with our population 
growth. The styling and design of coffee makers has en- 
ccuraged the more frequent use of the product. 

As I have said before, I am particularly glad to see new 
methods in the preparation of tea being publicized because 
I think it increases the general interest in tea. An industry 
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We're all set for the Tea Association Convention 
at The Greenbrier, White Sulphur Springs, West 
Virginia. 
Are you planning to attend? 
We'd like very much to see you there—to swap 
Se ideas, talk old times and new, and discuss our 


Se eS mutual problems. 
C Fai Hope to see you at The Greenbrier! 


THOMAS J. LIPTON, INC. 
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can never go wrong by giving the public what it wants. 

Now if in truth Americans don’t know how to make 
tea, and if that fact is having a limiting effect upon the 
popularity of tea, let us have a look at some brewing in- 
structions copied from the package of one of America’s best 
selling teas. Most of our teas use similar instructions. 

BREWING INSTRUCTIONS 
FOR THE PERFECT CUP OF HOT TEA 
Use china or a glass teapot. 
Use one teaspoonful of tea for each cup. 
Pour on fresh, boiling water. 
Steep three to five minutes, according to taste. 

It is my contention that instructions such as these are in- 
complete and somewhat over-simplified. Although tea has 
been a popular world-wide beverage, most of us take its 
preparation for granted, and in selling this beverage to the 
public lay too much stress on how easily tea can be made 
rather than upon the one fact that we must all eventually 
hang our hat—how good tea can be made. 

How, then, do these instructions justify my criticism? 
First of all, I say that they are incomplete because of the 
obvious fact that the tea leaves must be removed trom the 
lipuor unless the tea is to be allowed to become stronger and 
stronger and finally undrinkable. My suggestion would be 
that the instructions include some reference to the fact 
that the tea should be strained. 

These instructions seem to give the impression that one 
should vary the time in steeping the tea to achieve degrees 
in strength. Actually, wouldn't it be far better to govern 
the strength of the brew by varying the quanity of tea leaves 
used—not by the time allowed for steeping? 

Most of us are aware that one of the biggest factors in 
poor tea is not using enough tea. The stretching of tea 
bags and the non-uniformity of brewing loose tea are pro- 
viding headaches that are crying for a good solution. 

I say that our basic instructions are somewhat oversim- 
plified because we have dwelt too much upon the ease with 
which tea can be prepared and not enough upon the satis- 
faction tea can provide as a beverage when well prepared. 
If anyone doubts this theory, I invite him to step into any 
restaurant and order tea. If still in doubt, ask your next 
hostess in most any private home for a cup of tea. 

Iced tea dispensers in restaurants have been a g-eat help 
in the merchandising of this popular summer drink. The 
large size tea bag has made the restaurant’s job of iced tea 
preparation easier It should become more popular in the 
home. 

The large discrepancy, however, between the percentage of 
total coffee sales accounted for by restaurants, compared 
with the total tea sales accounted for by restaurants, should 
be a bright red flag waving in our faces. Certainly it in- 
dicates that we have a long way to go in providing the 
basic essentials necessary for the further growth of tea sales 
in restaurants. These essentials are, in my opinion: (1) 
Equall availability with other beverages; (2) proper 
merchandising of tea in restaurants; (3) Equal equipment 
for preparation and service of tea with other beverages. 

This past summer several of our leading department stores 
have run large space newspaper ads featuring only equip- 
ment for making and serving iced tea. One of these ads 
run by a medium size department store in a small mid- 
western town sold over $1,000 worth of iced tea making 
equipment in two days. A dealer in San Angelo, Texas, said 
in a report to Retailing Daily, which published this fact, 
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The people behind tea‘s 
eighth annual convention 


Here are the people who planned—and are carrying 

through—the eighth annual convention of the Tea As- 
sociation of the U.S.A.: 
General convention committee: C. W. Felton, chairman, 
C. F. Hull, Gordon C. Hunger, Max Margolies, Russell 
L. Morse, Thomas ]. O'Rourke, Edward C. Parker, Miss 
M. Petrozelli, Carl Seeman, Jr., Hayes G. Shimp, Jr. 

Program: Gordon C. Hunger, chairman, Anthony Hyde, 
William Keogler, Jr., Edward ]. Vinnicombe, ]r., George 
N. Witt, C. W. Felton ex officio, San Winokur ex officio. 

Social events: Thomas ]. O'Rourke, chairman, Allan 
McKissock, H. C. Lear, Mrs. C. W. Felton, Mrs. Gordon 
Hunger. 

Idea exchange: Max Margolies, chairman, Carl Seeman. 
]r., Dominic Vaskas, Joseph Diziki, Donald L. Peterson, 
]. P. Graham. 

Hospitality and prizes: Russell L. Morse, H. Jones, E. 
F. Dannemiller, Donald Gill, C. F. Hull, William Keog- 
ler, Jr.. Robert Lewis, ]r., William MacMelville, O. J. 
Nickel, Donald Peterson, ]. Sassard, H. Semke, T. Shea, 
Edward Thiele, R. Weiskoff. 

Tennis: Carl Seeman, ]r., chairman. 

Golf: C. F. Hull, chairman, H. B. Leussing. 

Softball: A. M. Koster. 

Promotion: Hayes G. Shimp, Jr. 

Publicity: Fred Rosen, chairman; 

Transportation: Miss M. Petrozelli. W. Jebb. Joseph 
Diziki, Charles Gratale, A. Guarino. 








that Iced Teamakers in the one half gallon size were the 
hottest items of the week. 

I believe it is important for all of us to realize that the 
American housewife doesn’t know as much about preparing 
tea as she is given credit for. Certainly the end result in the 
cup which she is currently producing leaves much to be 
desired. Therefore, those of us who sell tea or tea making 
equipment should leave no stone unturned in preaching the 
best methods of tea preparation, to raise the quality level of 
the tea being served in our country. 

Tea packers, in writing instructions for use with their tea, 
should be as exact as possible. Manufacturers who make 
equipment should do likewise. Then the uniform standards 
of tea drinking countries by ceremonial routines or even 
semi-religious rituals can be achieved here in an American 
way that Americans will understand to the benefit of the 
entire industry, through increased sales. 

Finally, let me give you a few instances which show clearly 
the publics interest in tea. Sears Roebuck and Montgomery 
Ward will show Teamakers in their mail order catalogs this 
year. Sears will include a Teamaker as part of their Christ- 
mas sales promotion for the first time in history. Marshall- 
Field will feature Teamakers in their famous “Fashions of 
the Hour’ promotions. Chevrolet selected a Teamaker set 
as gifts to 1,000 of their dealers over 35 ccmpeting gift items. 

So, as we now approach new and greater horizons for 
tea in the United States, let us apply promotional methods 
that have been used successfully in other fields. Let us take 
this “orphan of the culinary arts’, so named by one of the 
speakers at our last convention, adopt him, and make him 
a full fledged member of our family. 
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Says New Guinea could 
become one of world’s 
great tea producing areas 


Experts brought to Australia by the federal government 
have reported that New Guinea could become one of the 
great tea producing areas of the world. 

This development, however, is likely to be slow, 
mainly because the response by private industry both in 
Australia and abroad to the Australian government's in- 
vitation to launch the industry has been poor. 

Other difficulties still to be overcome before large scale 
development is possible are the difficulties of getting the 
natives to work and of training them, the absence of 
roads execept in the lowlands and around the larger settle- 
ments, and the limited amount of seed available. 

In 1948 the Australian government set up a tea station 
near Lae, scene of fighting between United States troops 
and Japanese during the Pacific war, and now has 70 
acres planted. 

This experimental station provides commercial and 
technical information for private tea producers who accept 
the invitation to settle in New Guinea, and produces 
sufficient seed to plant about 400 acres of tea each year. 

The international tea agreement of 1933 prohibits 
the export of seed from tea producing countries and the 
preliminary accumulation of seed was necessary before 
any development plans could be practicable in New 
Guinea. 


The experts’ report says there are great areas of suit- 
able land and that if a suitable technique is followed, 
yields should be equal to those in Ceylon and India, or 
1,000 pounds of tea per acre. 

It estimates that the best quality tea would come from 
the 4,000 foot levels and above, but that the yield per 
acre would be higher in the lowlands. 

Moreover, new roads are a prerequisite for the large 
scale development of tea in the highlands, which are still 
practically inaccessible except by plane. 


Miles, retired tea taster, dead at 85 


Walter Russell Miles, former vice president, tea taster 
and buyer for T. H. Estabrooks Co., Ltd. 1, died suddenly 
at his home in Rothesay, N. B., Canada, recently. He 
was 85. 

Mr. Miles was travelling in Canada, representing Lon- 
don tea interests, when he was persuaded to join Estabrooks 
in 1899 as their first trained buyer and blender. He 
was associated with the company until the end of World 
War II. 

During his long term with the company, Mr. Miles 
became recognized as one of the leading tea experts. His 
genial personality coupled with his keen knowledge of 
tea and the markets made his office a frequent point of 
call to those in the inductry. 

While in retirement Mr. Miles retained his keen interest 
in the business until the last. 

A multitude of friends join in extending sympathy to 
his family. 








G. A. BRAUNLING 
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FOR 175 YEARS 


... people from all over the world have been 
flocking to White Sulphur Springs, drawn first by 
its waters but now chiefly by its beautiful scenery, 
its delightful climate, and The Greenbrier. 

The Greenbrier extends a cordial welcome to 
the members of the Tea Association of the U.S.A. 
who will hold their 1953 meeting at this historic 
hotel, one of the oldest and most famous resorts in 
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By EDWARD J. VINNICOMBE, Jr., Vice President 


Returns from all the precincts aren't in yet, but this past 
summer probably set new records for consumption of iced tea 
in this country. The heavy siege of concentrated and con- 
sistent national advertising directed toward the consumer 
accomplished much in making Americans iced tea consious 
during the dog-day months. 

But more and more tea in- 
dustry executives and restau- 
rant operators are asking 
themselves the question: 
“Why let the iced tea season 
end in September? Why not 
iced tea all the year round?” 

Considering the fact that 
lots of ice cream and car- 
bonated beverages are sold 
during the coldest winter 
days, the idea certainly has 
merit. In fact, reports keep 
coming to my attention of more and more restaurateurs who 
are featuring iced tea all year with excellent results. 

In the nation’s Capitol, particularly in the huge cafeterias 
feeding the ‘‘armies’ of federal government workers, the 
idea is really taking hold. For example, the U. S. Depart- 
ment of Agriculture cafeteria inaugurated iced tea sales 
starting in September, 1952. Here is a report of that ex- 
periment’’ by E. L. Lommasson, Director of Food for the 
Agriculture Department's Welfare and Recreation Associ- 
ation Cafeterias: 

“When you're serving 9,000 to 10,000 people on a hot 
summer day in Washington, it’s hard to keep up with the 
customer demand for iced tea. It's true that hot weather 
peaks iced tea sales, but a while back we decided to see what 
would happen if we made iced tea available all year ‘round. 
In 1952, during the cold winter months, our iced tea volume 
averaged 20 to 25 per cent of our summertime business. 
We're sold on iced tea all year round because our customers 
want it—and it’s good business.” 

Other Washington restaurant operators have reported 
iced tea sales in the winter months running up to 40 per cent 
of their summer volume. 

Anthony Polito, fountain superintendent of the New York 
division of the Walgreen Drug chain, recently reported an 
experiment that was attempted at a Walgreen cafeteria op- 
eration in Bridgeport, Conn., last winter. Iced tea was made 
up and placed in glasses for all customers to see at the end 
of the serving lines. The glasses of iced tea were picked up 

as soon as they could be displayed, and the drink sold well 
throughout the winter. 

Numerous cther success stories can be cited. Henry P. 
Jensen, owner of Ole’s Waffle Shop, Oakland, Calif. stated: 
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“People drink iced beverages all year round, so we figured 
our company could make extra profits from iced tea by 
serving and promoting it all year round. The public has 
proved us 100 per cent correct. We estimate that serving 
iced tea 12 months of every year has meant $10.00 a day.” 
And L. Eugene Johnson, Blue Boar Cafeteria Co., Louis- 
ville, Ky., comments: “With profit margins squeezed be- 
tween prices and increased costs, the ‘extra added’ beverage 
profits we've been making from serving iced tea all year 
round are very important to our operation. We first started 
to serve iced tea every day of the year about four years ago. 
Frankly, we were surprised at the good consumer response 
we got from the very beginning. Now we're ‘picking up’ the 
extra profits we had formerly overlcoked.”’ 
More successful case histories could be cited, all con- 
taining the same message. For example iced tea has been 
served all year for four years at John Wanamaker's, Gimbel 
Brothers and the Drexel Institute of Technology in Phila- 
delphia; in the student dining halls of Harvard University ; 
at the Terrace Plaza in Cincinnati; and the Thompson stores 
in New Orleans, Birmingham, Memphis and Atlanta; the 
Iron Gate Restaurant in Russelville, Ala., and the Trinity 
Drug Stores in Los Angeles. 
The trend unquestionably is most prominent in cafeterias 
where the “availability” of iced tea is demonstrated to the 
customer. Restaurant operators feel that people just don’t 
think of asking for iced tea during winter because they 
don’t think it would be available. When they see it on the 
serving lines, all prepared and ready to drink, they pick it 
up as naturally as they would during the summer. 
But the trend could be considerably stepped up if the 
demand were created before the customer enters the fountains 
and restaurants. As Mr. Polito stated, Walgreen's would 
be happy to serve iced tea all year, but is reluctant to make 
up large batches in advance in the winter for fear of not 
selling it. However, individual orders are taken at the 
drug chain's fountains. 
With the trend on the increase, the month of September 
would be a good time for all tea packer salesmen servicing 
restaurants to start promoting the idea among -heir cus- 
tomers. The Tea Council offers several tools for salesmen 
to help them get started on selling iced tea all year round 
to restaurateurs, including case history figures and a com- 
bination menu tip-on and table tent. 
A good sales approach some of the men have used is: 
“Youre making iced tea every day right now. Why don’t 
you keep right on making and selling iced tea all year 
round? Your customers drink iced beverages all year—you 
give ice water free to your customers all year—why not sell 
them iced tea? There’s more profit in iced tea than in 
any other cold beverage you sell. Make iced tea available- 
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MEDITERRANEAN 
BLACK SEA RED SEA INDIA 
PAKISTAN CEYLON BURMA 


AMERICAN EXPORT 
LINES 


37-39 Broadway, New York 6, N.Y. 











~ OS.K. LINE 


(Osaka Shosen Kaisha, Ltd.) 


Owners and operators of 450,000 deadweight tonnage in 
worldwide service 


JAPAN-SOUTH AMERICA via AFRICA 
JAPAN-SOUTH AMERICA via PANAMA & return 
via U. S. GULF & PACIFIC COAST of U. S. A. 

JAPAN-EAST & SOUTH AFRICA 
JAPAN-BOMBAY-KARACHI 
JAPAN-RANGOON-CALCUTTA 


HEAD OFFICE: 1, Soze-cho, Kita-ku, OSAKA, JAPAN 
CABLE ADDRESS: "SHOSEN OSAKA" 
Agents in U.S.A. & Canal Zone 


NEW YORK, BOSTON, NORFOLK: BALTIMORE: 


SAN FRANCISCO & LOS ANGELES: PHILADELPHIA: 


AMERICAN-HAWAIIAN STEAMSHIP CO. 


90 Broad Street, New York 4, N. Y. 





| American Hawaiian Steamship Co. Lavship of Baltimore, Inc. 


| Williams, Dimond & Co. Rice, Unruh & Co. 

| CRISTOBOL, C. Z.: NEW ORLEANS: 

| Boyd Bros., Inc. Gulf Shipping Co. 

MOBILE: HOUSTON & GALVESTON: 
Page & Jones E. S. Binnings 
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| your customers will drink it and you'll make extra profits.” 

It is to the advantage not only of the restaurant operator, 
but the whole tea industry to support this idea. The main 
point to stress is let the consumer know that he can get 
iced tea at his favorite restaurant and fountain ind show 
him how to merchandise it at the point of sale. Get the 
restaurateur to put it on his menu—at least for a trial period. 
Fountain banners and counter cards suggesting the beverage 
will tell the patron that iced tea is still available, despite 
the fact that the leaves are turning red and football has re- 
placed baseball as a topic of conversation. 


instants in the growing tea market 
(Continued from page 39) 





summer on television spot commercials in the key Eastern, 
Southern and Midwest markets where Nestea is sold. 
These include—besides New York City—Philadelphia, 
Baltimore, Washington D. C., Miami, Atlanta and Cleve- 
land. Tests have also been run in St. Louis, Houston 
and Dallas. 

The TV campaign, along with a new label and mer- 
chandising program, was described as achieving ‘‘very 
| successful results” this past summer by a Nestle executive. 
Some of the promotional techniques employed this season 
included the offer of a “20-cent coupon” toward the pur- 
chase of a second jar of Nestea and a “'re-introductory” 
offer of ‘15-cents’’ off on Nestea in the New York market. 
Demonstrations of the product were also run in stores 
| throughout the market areas, along with the distribution of 
| 10-cent and 20-cent coupons toward the purchase of 
Nestea. 

Tender Leaf in the past has run extensive advertising on 
its instant tea. The product has also been offered as a 
free samples to users of Tender Leaf's regular loose tea 
and tea bags. 

Whether instant teas can assume the same portion of 
the tea market as instant coffee realizes in the coffee market 
_ is something that only the future can decide. None of the 

present manufacturers of instant teas will hazard a guess 
cn this point. The fact that they are competing not only 
with loose tea, but with tea bags, distinguishes the instant 
tea from the instant coffee picture. Though the product 
has been enthusiastically accepted by the trade, according 
to the manufacturers, the question often arises: “What can 
be more instant than a tea bag?” 

The manufacturers hold, however, that even for hot tea, 

the instant teas provide the added advantages of standard 
| solution strength for every cup and eliminate the handling 
necessary with the bag. 

White Rose executives feel that their product has stirred 
| up considerable interest by other tea packers. Attempts 
| are being made constantly to improve the product, stated 
| one official, and other types of liquid instant teas are al- 
| ready being tested. 
| “I don’t doubt that other manufacturers will soon be 
| developing similar products,” this tea industry veteran 
| 
| 
| 








concluded. 


| Wood heads 1953 George ‘Junior Republic” drive 
| ’ Carl I. Wood, executive vice president and a director of 


| Thomas J. Liptcn, Inc., has accepted the general chairman- 
| ship of the 1953 campaign for maintenance funds totalling 
| $411,732. for the George “Junior Republic’’. 
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“High tea” service 
inaugurated aboard 


airlines by TWA 


With more than 36 representatives of newspapers, radio 
and newsreels, as well as company personnel looking on, 
Trans World Airlines recently inaugurated its own tea time, 
according to the ‘Thomas J. Lipton News’’. 

Serving of the tea marked TWA’s inauguration of flights 
to Ceylon. 

The service, which TWA calls “high tea,” was first pro- 
vided aboard a flight from Kansas City to Lake of the 
Ozarks and back. Later the service was added to other 
domestic flights and now has been extended to international 
flights. 

The tea, served with milk or lemon, is offered to pass- 
engers on giant Constellations between three and six in 
the afternoon. It is accompanied by cake or cookies. 

Passengers learn of “high tea’ through an announcement 
made over the plane's inter-com system. The announce- 
ment is in the form of a commercial. 

Prior to being served tea, passengers receive a tray with 
a tent card on it. The face of the card, in part, reads: 
“Its tea time on TWA! Have a cup of Lipton’s tea with us.” 


Huett, Baldwin visiting U. S. 

Two internationally known tea men are visiting the 
United States trade in September. 

George A. Huett, of London, accompanied by Mrs. Huett, 
arrived in Boston and went on to New York for a visit 
of about one week. 

Mr. Huett is with Betts Hartley & Huett, Ltd., London, 
Calcutta and Colombo. 

A. N. Baldwin, of Alex Lawrie & Co., Ltd., London- 
arrived on the Queen Elizabeth. After a stay in New York 
he will attend the tea convention at White Sulphur Springs, 
W. Va., and then go on to Canada. He plans to sail for 
home on the Queen Elizabeth in mid-October. 

While in New York, Mr. Huett and Mr. Baldwin made 
their headquarters at George C. Cholwell & Co., Inc., 
agents for Betts Hartley & Huett, Ltd., and Alex Lawrie & 
Co., Ltd. 


Japan tea exports show drastic postwar rise 

Exports of tea from Japan have risen drastically in the 
postwar years. 

In 1946 7,429,763 pounds were exported. In 1952 the 
volume was 20,674,792 pounds. 

These figures are from ‘Japan Tea Statistics’, a summary 
recently issued by the Japan Tea Exporters’ Association, 
Shizuoka. 


Constitution signer was a tea merchant 


A document recording the marriage of a signer of the 
Declaration of Independence will remain in St. Peter's 
Church, Wolverton, England, instead of being sold to the 
United States for a reported $28,000. 

The document records the 1757 marriage of Button 
Gwinnett, apprentice tea merchant who later became governor 


of Georgia. 
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higher consumption via demonstrations 





BY GEORGE FRIEDMAN, Owner 


The overwhelming problem facing the tea industry is 
to find the most effective way to stimulate tea drinking in 
the United States. 

Statistically, world consumption of tea is greater than 
that of any other beverage, excepting water. It’s the most 
popular drink in all the British Isles, Canada, Australia, 
New Zealand, Egypt, China, Russia and many other 
countries. 

The fact that tea is so widely accepted by so many different 
peoples the world over is proof positive that as a beverage 
tea is good tasting and very satisfying. Yet in our country, 
despite romantic “Boston Tea Party’ history, tea consumption 
is relatively low. 

We in the trade are firmly convinced that tea consumption 
here would increase greatly if consumers would become 
educated to proper brewing and serving. Only then would 
people generally realize how good and satisfying tea is. !n- 
evitably consumption would rise and our product would 
take its deserving place among the beverages in our country. 

True, iced tea is becoming a most popular summer drink. 
This, however, does not seem to influence hot tea drinking. 
No carryover as such from the iced tea to hot tea is evident. 

How best to get the individual American to ecome a 
steady tea drinker is a problem of primary interest to every- 
one in our industry. Most Americans are, at best, indifferent 
to hot tea as a satisfying drink, although gratifying progress 
to correct this attitude is being made. Still, tea is generally 
thought of as alright for sick people, probably because doc- 
tors usually permit patients to drink weak hot tea while 
prohibiting other beverages. 

Otherwise tea is not yet universally accepted as a good 
tasting, satisfying drink. 

The writer contends that this false mind-set on the part 
of the average consumer is the principal reason why tea 
consumption is not making more rapid progress in our 
country. 

Faced with this type of problem, it seems to me that the 
most convincing proof that tea /s a good tasting and satisfy- 
ing drink is to get the consumer to drink a cup of properly 
brewed tea. 

We are all well aware that the average tea served almost 
everywhere—whether restaurant or home—is far from the 
sort of drink of which people can grow fond. The fault 
is not with the tea—even the finest quality tea cannot sat- 
isfy under the circumstances—but with the preparation and 
serving. It is my opinion that the average tea sold in 
this country makes a good drink if properly prepared and 
served. 

What can we do to get Americans interested enough in 
tea to take the trouble to brew it as it should be? What 
can we do to get Americans to serve tea as it should be, 
to achieve the full rich body and flavor of a good cup? 
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George Friedman Co. 





This mobile tea bar was used by Salisbury House, Ltd., Winnipeg, 
at Canadian fairs to make the name of the young restaurant chain 
synonymous with good tea. The beverage was sold in this sampling. 


While advertising undoubtedly is helpful in stimulating 
tea consumption, I do not believe that most of it is able to at- 
tack directly the prejudice the average American holds con- 
cerning tea. So long as a customer does not believe fea to 
be a satisfying drink, he will not be much conceraed with 
careful instructions on how to brew it properly, whether 
given on the individual packages or via radio and television. 

Again I contend that there is a highly effective way to 
change such an attitude—by getting the consumer to drink 
a really good cup of tea. 

This cup would be the first real step in convincing him 
that his attitude towards tea is caused by a pre-conceived, 
unwarranted prejudice. Only then can he become interested 
enough in tea to have the desire to brew and serve it properly. 
Only then will brewing instructions on the packages and 
the radio and television propoganda come to life for him. 


Tremendous dividends 


My suggestion, therefore, is to get good cups of tea to as 
many consumers as possible in every practical way avail- 
able. This would bring tremendous added dividends from 
the radio and television programs on how to properly brew 
an serve tea. Such cembination of effort would, in my 
opinion, be vastly effective and greatly stimulate consumption 
of tea in the United States. 

I have long advocated public serving of tea at strategically 
picked spots, in Department stores, at fairs, bazaars, trade 
shows and other events suitable for the purpose. Personnel 
well trained in the proper brewing and serving could handle 
it. Whenever possible, stars of stage, TV and radio would 
be invited to participate. Demonstrations would be inviting- 
ly arranged. An attractive sign, placed so that no passerby 
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Tea Movement into the United States 
(Figures in 1,000 pounds) 

May June July Aug. Sept. Oct. Nov. Dec.YEAR Jan. Feb. Mar. Apri May June Jul 
Black 1952 1952 1952 1952 1952 1952 1952 1952 1952 1953 1953 1953 1953 1953 1953 1953 
Ceylon 3,527 3,712 5,250 3,136 4,212 3,338 1,973 2,642 42,188 3,546 4,132 4,965 4,676 3,368 3,678 4,060 
India 3,312 1,667 1,752 1,982 4,361 3,173 2,725 3,593 35,804 3,798 3,343 4,982 3,988 3,288 2,524 2,591 
Formosa MOG: Aes 18 19 12 10 3941 115 1,581 ae 77 70 79 238 52. «130 
Java 521 733 «=6818 369 757 569 496 570 7,814 400 299 818 792 543 513 783 
Africa 121 42 111 133. 151 55 = 132 316 1,614 175 307 270 437 781 498 230 
Sumatra 308 380 150 148 235 34 129 120 2,217 280 405 314 287 705 341 439 
Misc. 13 55 9h? SS ee ae ae a ee 8 3 «62 45 139 
Green 
Japan 80 105 571 694 473 212 192 38 2,483 73 25 114 58 107 87 185 
Ping Suey a ae as EC a oe ees hie eee a ies ite ee ee sans ces Ie = 
Misc. 10 eee 11 20 15 49 cas 118 34 8 28 9 47 15 
Oolong 
Formosa 2 1 4 11 27 6 20 207 12 9 17 q ae 3 1 
Canton 3 2 1 ea 26 wee Hh yee Me: Aa 1 
Sentd Cntn 10 2 : - Se A ae 4 ae 
Misc. oe 1 5 5 1 10 Key! 15 me 6 
Mixed re asee ae 8 6 s *%3 4 92 BEA 5 Lave eee eee 2 2 
TOTALS 8,044 6,703 8,715 652910268 7,490 5,780 7,443 94,559 8,348 8,659 11,601 10,400 9,164 7,758 8,561 
Figures cover teas examined and passed, do not include reiections. Based on reports from U. S. Tea Examiner. 

















could miss it, would invite the public to relax with a good 
cup of tea served free. 

After a considerable time spent shopping or at a fair, 
the average person would be mentally and physically very 
receptive to such a friendly invitation to a cup of tea. The 
good cup served strong, with milk, and with the individual 
using sugar according to personal taste would in most cases, 
bring the discovery that tea can certainly be a very satisfying 
and good tasting drink. 

A natural question will follow. “Why can't the tea at 
home or in the restaurant taste as good?’ This question may 
often be asked of the personnel serving the tea, and the 
opportunity to enlighten and interest the consumer is there. 
Proper brewing and serving tea would henceforth mean 
something, and any prejudice that prevented the consumer 
from becoming a tea drinker would have been broken. 

I contend that even one cup of properly brewed and served 
tea can often do more to stimulate a greater growth in our 
tea business than anything else. 

If the demonstration technique is on a large scale for a 
continuous period of say five to ten years, I feel certain that 
the result in a very considerable increase in tea consumption 
and sales would well compensate everyone in our business. 


Tea Association, National Restaurant 
Association join to produce new TV film 

As part of a umique cooperative publicity effort, the 
Tea Council of the U.S.A, has just completed a four-minute 
film, “No Dishes Tonight’. The film was prepared in 
cooperation with the National Restaurant Association to 
support National Restaurant Month in October. 

William O. Wheeler, NRA President, appears in the 
film, which includes tips on dining out for the whole family 
and pointers on obtaining good tea service in restaurants. 

The film will be made available to more than 250 
television stations throughout the country the latter part of 
September. 
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Importers committee named by TA 


The Tea Association recently appointed a new importers 
committee to advise the directors on matters affecting this 
phase of the industry. 

Named to the committee by President Samuel Winokur 
were Pierson C. Irwin, Jr., Charman, Oliver Conway, Joseph 
Diziki,, Otto Goldschmidt, William Jebb, Henry Semke, 
Thomas Shea, R. D. Thomson, Robert Weiskoff and Herbert 
Wolfert. 


Cederberg joins Jewel Tea 


. .Directors of the Jewel Tea Co., Inc., have announced the 
appointment of C. W. Cederberg as merchandise vice-pres- 
ident in charge of housewares, home furnishings and general 
merchandise for home service routes. 

For 31 years he was a merchandise executive of Mont- 
gomery Ward & Co. 

He became associated with Jewel after spending three 
months making a survey of Jewel's mail order operations. 


Tea good for your teeth? 

The British are thinking of fluoridating their water. 

In discussion of the idea, the point has been made that 
maybe fluoridation isn’t necessary in England. 

Tea contains fluoride. Englishmen drink lots of tea. 
Perhaps that takes care of their dental protection, the 
argument runs. 


Tax cuts drop coffee, tea prices in Germany 


Tax reductions have cut the price of coffee and tea in 
West Germany almost in half. 

Coffee,, which sold for $3.75 to $4.50 a pound, is priced 
at $2.25 to $3. 

Tea, which cost about $5 a pound, has dropped to about 
$2.80. 
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how to increase restaurant volume 


(Continued from page 28) 





rant this noon will most likely result in a request for iced 
tea with dinner at home tonight. 

Yes, restaurants provide the missing link in your program 
of national advertising, a link that can encourage a taste for 
tea and maintain a taste for tea. 

The thing that the tea industry and the restaurant industry 
should be concerned most about is the quality of the tea 
brew that is served by restaurants. I mentioned before 
that I'm happy when one of my own customers switches 
to tea—and I am, but I sometimes wouldn't if he will be 
satisfied with the tea he is served, satisfied enough to ask 
for it when he comes back into my restaurants. The only 
way I have of telling him I'd like for him to drink tea 
is the occassional display piece you provide. 

There are great hopes for improving tea service in a 
greater number of restaurants. Your industry has done 
quite a good job of sales promotion as far as it goes. 
The iced tea program took ccurage and a lot of tireless effort 
but it paid off for you and for us. 

My hopes for improving the quality of hot tea and quality 
in hot tea sales stem in part from the activity launched by 
your industry for hot tea brewing in quantity. There are, 
I understand, some new developments in equipment that 
look very promising. You may be sure that the NRA’s Re- 
search Department stands ready to work with the tea industry 
—or any equipment manufacturer—on any project that 
shows a possibility of solving the problem of hot tea 
service. It is no secret that the present method of offering 
hot tea service to restaurant patrons is unsatisfactory, un- 
economical and inefficient. 

The very nature of restaurant production today is speed 
of service to the patron and economy of labor and main- 
tenance. The achievement of these things is not possible 
teday. Very few restaurants want to be bothered with hot 


tea service—and—let's face it—just won't push it for that 
reason. 

Knowing this, and knowing that there is a great potential 
for increasing tea sales in restaurants—knowing that you 
have a receptive market—it should not be hard for your 
industry to resolve your future program in this direction. 

Gear your national advertising in such a way that it fits 
our market. Extend your program for making more restau- 
rants aware of the profit to serving good tea. Do research 
on equipment that will help us dispense hot tea with the 
same ease as other beverages and with uniform high quality. 

Those are the things you must do to capture a greater 
share of the huge restaurant outlet for tea. And if you will, 
I am sure you will find not only one of the most profitable 
markets you have, but a great educational and advertising 
media as well. 


Tea Council may be pattern for joint 
campaigns in U. K. and on Continent 


The Indian Government is reported to be in consul- 
tation with the Governments of Indonesia and Ceylon 
proposals to set up joint tea propaganda boards in the 
United Kingdom and Europe on the pattern of the Tea 
Council of the U.S.A. established earlier this year. 

The Indonesian Government is believed to be favorably 
inclined towards these proposals, and it is hoped that 
Ceylon will also join. 

Surveys of the European market have established that 
while tea propaganda can produce good results in countries 
like Germany, the Netherlands, Austria and Denmark, the 
prospects of expanding the tea market in certain other 
countries like France, Switzerland and Italy, is strictly limited. 


Drinks 80,000th cup of tea on 100th birthday 


Peter A. Gushurst, of Denver, celebrated his 100th 
birthday with a shrimp cocktail, a huge cake and a cup of tea 
he estimates must be about the 80,000th he’s had in his 
lifetime. 
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more tea sales through grocers 
(Continued from page 27) 





tives feel that these sales contests hurt employee morale, 
while others related previous unfortunate experiences 
where store managers would order in excess of their needs 
during the contest period and “report” the inventory as 
sold to win the prizes. The “sold” stock would be dis- 
covered later after the prizes would be awarded. 

Grocery men do have some ideas of their own, however, 
to help tea sales. One suggestion offered by Mr. Socolof 
is that packers should compile successful case histories of 
stores which emphasize tea in their displays and send these 
out by bulletin to supermarket managers and independent 
grocers they service. He cited his own firm’s success 
where sales have doubled and trebled as a result of giving 
tea the top display spot in the Roulston stores. 

Paul Victor, of Paul's Dairy Grocer, notices in his 
family-size store that some brands with old and ‘“‘dull- 
looking” packages often are the slowest sellers. More 
modern packaging would help to stimulate the sales of 
these tea brands, he opined. 

Mr. Goldman would welcome more cooperative adver- 
tising aid from his suppliers. Since his stores feature 
newspaper advertising so much, aid from tea sources would 
help him do a bigger and better job in promoting the 
product. The Associated stores would welcome similar 
help, Mr. Bond said. 

A number of food merchants hold that more and better 
price promotions would be the best sale stimulators the 
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tea industry could provide. The ‘one-cent” and ‘‘10-cent”’ 
sales were described as “very effective” by a good portion 
of the grocers interviewed. This was particularly true of 
the family-sized stores and the “promotion-minded” 
chains. 

These dealers did not feel that they were losing future 
sales in tea by these offerings, on the grounds that cus- 
tomers attracted by the sales are not regular tea purchasers. 

Though the condition is not general, it became apparent 
during the course of the interviews that more than a 
few tea packers are not maintaining a close enough liasion 
with their dealer customers. It must be realized that with 
the trend in merchandising toward more and more self- 
service, the tea packer is not only competing for the de- 
sires and the dollars of the consumer but for the at- 
tention and display space of the retailer. 

When suppliers of other food products—and particu- 
larly other beverages—offer the dealer all the sales help 
and even more than they could possibly use, he will often 
take the line of least resistance. Even those tea packers 
who spend a great deal of money for retail merchandising 
aids should go into the field and find out to what extent 
these services are being used. If they are not being used 
at all, or very little, every effort should be made to find 
out the specific reasons in each case, and corrective steps 
taken. 

More effective use of promotional material and mer- 
chandising aids could be a big factor in enlarging the 
U. S. tea market. Flexibility in the handling of the ma- 
terial can be decisive. Not only should the aids be de- 
signed to fit the needs of the largest number of outlets— 
guided at the minimum by a continuing flow of packer 
salesmen and field trip information—but the material 
should be selected and applied with all possible flexi- 
bility to fit the needs of each individual dealer. 

The men dealing direct with Mrs. Housewife are quite 
sensitive to her desires and buying habits. They have their 
share of ideas on how more tea can be sold; available 
in some cases just for the asking. These ideas should 
be dug out by tea men wherever and whenever they can. 
Sifted and put to use, the ideas can help in building a 
larger volume for tea in the United States. 


60 years of morning tea in bed 


Mrs. Frances Kemp, of Inglewood, Cailf., is sure that 
on her 60th wedding anniversary, her husband will serve 
her a cup of tea in bed. 

“He's done it every morning since we were married,” 
she says. “Now I wouldn't think of getting up until I've had 
my tea.” 

Mrs. Kemp, 80 married William Kemp, 82, in Darby, 
England. They came here in 1916 and he retired 13 years 
ago. 

‘I guess I'm pretty fortunate,’ Mrs. Kemp says. 


more volume by packer salesmen 
(Continued from page 36) 





will be more receptive to future suggestions. And the more 
volume the dealer does, the more display space and emphasis 
he will give it. This is a sound way the tea packer salse- 
man can build volume. Just being punctual in writing up 
and delivering the order will not, alone, build sales. 
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packaging for more tea sales 


By IRVIN E. GREENBERG, Advertising Manager, 


The other day I went to one of the world’s greatest 
libraries and dug into old magazines and newspapers dating 
back to the Civil War. I wanted to see what articles and 
advertisements said about tea. What I learned convinced me 
all over again how times have changed. The old style ap- 
proach to tea sales would not 
get far in today’s self service- 
supermarket era. 

To my amazement most of 
the tea advertising made me 
want to visit China er some 
other alluring Oriental clime 
—but it didn’t make me want 
to drink tea. Throughout 
pages and pages of this ad- 
vertising, I found scarcely a 
handful of advertisements 
that even tried to make me 
want tea. What I saw were 
fanciful artist's drawings of imaginary caravans from Cathay, 
mandarins listening to the tinkle of temple bells, costumed 
natives loading superb white ships, and here and there 
kimona clad pictures of glamorous princesses gab-festing in 
secluded bowers. Huge brand names dominated design and 
color. 

Those of you old enough to remember den't have to be 
told that black and white and two color packaging of this 
same era Closely followed the approach of the magazine ad- 
vertisements. 

I think you will admit this approach was not very realistic. 
Nor was there much intelligent connotation in the difficult 
Oriental names used to identify the blends, since to millions 
of purchasers these types had little, if any, meaning. The 
real tea drinker is interested in taste: And the housewife 
is—or should be—interested in learning the best way to brew 
her favorite tea. 

Modern packaging is based upon reality. Why do cake 
and pie mixes pictorialize the cake and the pies? Because 
a realistic and beautiful picture of a cake stimulates the ap- 
petite of most people under 80. The same goes for many 
other foods. I happen to be very fond of iced tea. In our 
summer series of Rossotti advertisements we featured some 
lucious looking dinner dishes just as they appeared, or will 
later appear, on some Rossotti client’s package. To fully 
glorify these meals we added the tempting picture of a tall 
glass of iced tea, lemon and all. 

If the woman shopper, in today’s big supermarket had 
time to stop and think she might remember that tea is one of 
the most economical drinks in the world. She knows it is 
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easy to prepare. But there is no salesman to press these or 
other points. She looks up at the packages of six or a dozen 
varieties of tea. How many of them are in full color with 
appetizing pictorials? How many really say, “Buy me!’ With 
no reflection on any packer of tea, it must be admitted that 
she would have to examine some packages very carefully to 
determine that they actually contain tea at all! 

Why not hit between the eyes with some appetizing stim- 
ulation? Say an economy size package, with full color 
pictorial, to make her thirsty for iced tea if it’s summer time 
and the weather is hot—or for hot tea, in the winter. 

And by all means the package should caution her not to 
brew her tea heedlessly of time and quantity. 

To me there is nothing more beautiful in the entire food 
field than a tall glass of iced tea besides the proper place 
setting, with that split section of lemon riding the rim of the 
glass. What an air it gives to the table and what a zest it 
gives to the summer meal. Why not put it on the package 
in that same way, as an appealing reminder? 

It seems archaic in this day and age to argue the question 
of bulk versus package sales. The package has the brand 
name, and the packer, behind it. Mrs. America buys pack- 
aged goods with confidence. One large grocery chain dem- 
onstrated this most effectively. It obtained a large supply 
of a famous soap unbranded and unwrapped. It offered the 
unbranded soap at half the price of the exact and identical 
soap branded. The branded variety outsold the anonymous 
by a runaway margin. 

We of Rossotti believe in reality; our business has been 
built on the sales productivity of effective packages. Unlike 
lone wolf designers who operate independently, we have 
a national sales and research force which studies buying 
habits of American housewives in all the principal cities. 
These men channel their information back to Rossotti head- 
quarters, where it is co-ordinated with the ideas and color 
techniques of our photagraphic and art departments. 

Good tea has distinction. It deserves a fine package-—-one 
that will make the shopper want to drink more tea. 

I can’t pass up this opportunity to compliment the many 
tea men who are doing so much to emphasize the importance 
of the industry to the American people. 

I never did hold any brief for the opinion that tea sales 
were near the saturation point. It is one of the few known 
drinks in which one can indulge to his heart's content with- 
out injurious effects. 

Better packaging is the best insurance both for increased 
tea sales in today’s supermarket-self service era. Your pack- 
age is after all the only salesman at the very point of 
purchase. 
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Worthiey heads scale makers association 


George C. Worthley, manager of the Scale Division of 
Fairbanks, Morse & Co., Chicago, was elected president 
of the National Association of Scale Manufacturers at the 
group's recently concluded annual meeting at the Hotel 
Biltmore, New York City, it was announced by Arthur 
Sanders, executive secretary of the association. 

Mr. Worthley succeeds K. B. Neff, president of the 
Exact Weight Scale Co., Columbus, Ohio. 

T. L. Richmond, Jr., president of the Buffalo Scale Co., 
Inc., Buffalo, N. Y., was named to the vice presidency. 

Other members elected to the board of directors were 
Burns H. Dreese, vice president and general manager, 
the Hobart Manufacturing Co., Troy, Ohio; Carl E. Ehren- 
hardt. secretary, the Winslow Government Standard Scale 
Works, Terre Haute, Ind.; J. V. Farwell, III, president, the 
Sanitary Scale Co., Chicago; D. S. Hammerman, executive 
vice president, Detecto Scales, Inc., Brooklyn, N. Y.; 
K. B. Neff, president, the Exact Weight Scale Co., Colum- 
bus, Ohio. 


Canco’s Dr. Clark named to NRC Food board 

Dr. Berton S. Clark, scientific director of the American 
Can Co., has been appointed a member of the Food and 
Nutrition Board of the National Research Council. 

Members of the board, responsible for the ‘‘translation 
of nutritional science to the public welfare,” are selected 
primarily for their leadership in the food industry. 

Dr. Clark, a leader in research on food processing and 
preservation, also is a chairman of the Research Council's 
committee on packing, packaging and preservation and is 
a member of the Council's advisory board on quartermaster 
research and develcpment. 

The Canco scientific director recently became president 
of the Institute of Food Technologists. 


17 seminars set for PI's 15th forum 

The Packaging Institute’s Fifteenth Annual Forum is an- 
nounced by E. H. Balkema, chairman of the program com- 
mittee, to take p'ace at the Hotel Statler, New York City, 
Octcber 12th-14th. 

Seventeen different scminars on various aspects of pack- 
aging are planned for the three-day forum. 


Pacific Coast steamship lines adopt 


public relations program on rates 
Steamship lines serving Pacific Coast ports have announ- 
ced a public service program to acquaint the public with rate- 
making in the foreign commerce of the United States. 
The Western Steamship Committee, formed to administer 
the program, is headed by John F. McArt, chairman of the 


Pacific Coast European Conference, members of which serve 
United Kingdom and Continental European Ports. 

Included on the committee are H. E. Hornung, secretary- 
manager of the Southern District of the Pacific Westbound 
Conference, serving the Phillipines, Japan, Hong Kong, Siam 
and Indo-China; R. E. Spaulding, secretary of the Pacific 
Straits and Pacific Indonesian Conferences, serving ports in 
Malaya and Indonesia; and R. F. Burley, chairman of the 
Latin American, Panama Canal and the Carribbean areas. 

Sponsored by the majority of shipping lines in regular 
worldwide liner trades, the program evolves from industry 
recognition of the need for closer carrier-shippe--receiver 
relations and for improvement in the general understanding 
of the role of private shipping in the industrial and economic 
life of the growing West, Chairman John F. McArt stated. 


Tea Convention challenge, opportunity 
(Continued from page 25) 





consecutive mornings the specifics of each phase of the tea 
business will be fashioned, piece by piece, into an up-to-date, 
accurate panorama of tea’s present and future. No subject is 
being overlooked that fits into tea’s modern picture. No 
subject is included which does not bear in same way on all 
the others and ultimately on tea’s future in the U. S. market. 

For people who have non-scheduled subjects to bring be- 
fore the convention, we are planning a repeat performance 
of last year’s successful “Idea Exchange open forum. 

This year's morning business sessions will be fast-paced 
and right to the point of increasing U.S. tea consumption. 
The afternoons and evenings of relaxation and good fellow- 
ship also promise to be loaded with fun and to leave you 
with fond and happy memories. 

One other thing I've learned in working actively on this 
year's convention is that there are a surprising number of 
people in the tea trade who volunteer all kinds of help in 
the formative stages of convention planning. Not mind you, 
out of politeness, but because they feel the importance of 
these yearly get-togethers and want to do all in their power 
to make them a success. To all of them I am most grateful. 

We are looking forward to this year’s convention in the 
traditional spirit of bigger and better than ever. But no 
matter how hard the tea convention committees labor it's 
still the people who go who make the show. 

Hope you can make it. You'll be glad you did. 


the Tea Association and more tea sales 
(Continued from page 22) 





We are at the point where increased pressure will really 
make the snowball roll. Every member of the Tea Asso- 
ciation is welcome to join the Tea Council campaign. 
Now is the right time—for your own interest and those of 
the industry. 
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More tea for U. S. 


The United States tea industry, gathering now for its 
eighth annual convention, finds itself face-to-face with a 
new situation. 

Tea consumption in this country is increasing. 

Not too long ago the industry’s convention had as its 
theme, ‘The turning point for tea.” 

Now the turning point is behind us. All the yardsticks 
confirm this trend. The growth is showing up even in 
comparison to 1952 months which themselves represented 
increases. 

This year the convention has as its theme, ‘Tea tops 
the world’—with the keynote for this country that con- 
sumption is climbing here. 

This is, of course, a gratifying situation. 
a challenging one. 

The present trend didn’t come about by itself. To a 
considerable degree it represents conscious effort by the 
industry. 

At this moment in its history, the tea trade must recog- 
nize its own part—in cooperation with the producing 
countries—in bringing about the rise in consumption. 

That recognition throws light on an essential fact for 
the future of the tea trade: 

Consumption will continue to rise only if the industry con- 
tinues to apply its resources toward that end. 

The time is past for talk of holding gains. 
situation Opens up vast new opportunities. 

What is required is a fresh, bold approach to tea’s im- 
mediate—and eventual—potentialities in the United States. 

With such an approach, the industry may find the need 
—and the ability—to apply far greater resources toward 
the objective of enlarging the market. 

Even within the current promotional effort, a significant 
increase in tea volume is possible with just one mighty 
step—elimination of the routine approach by tea com- 
pany executives and the men on the firing line, the tea 
packer salesmen. 

This conclusion is inescapable from a reading of the 
field reports in the ‘More tea for U. S.” tea convention 
section in this issue of COFFEE & TEA INDUSTRIES. 

To turn up facts about tea in today’s growing market, 
this publication arranged interviews with grocer and 
restaurant owners and managers—big chains, moderate 
operations and small businesses. 

The ‘fact reference’’ reports on these interviews make 
it clear that the opportunity open to tea—right now—is 
far greater than even optimistic tea men contemplate. 

Considerable tea volume is going down the drain for 


But it is also 


The new 


SEPTEMBER, 1953 


lack of solid, imaginative salesmanship, with real follow- 
through. 

The facts turned up in the reports will, we hope, add 
background material, at least, to the vital discussions at 
The Greenbrier. 

The material in the special section answers such ques- 
tions as these: 

How can a tea packer save money on grocery merchan- 
dising materials while getting more results from his point- 
of-sale activity? How can a packer, with no additional 
cost, get more for his tea packaging and advertising dollar ? 

Is your selling organization writing even the ready-for- 
the-asking orders? Is your top brass in touch—directly 
and via salesmen—with attitudes toward tea among grocery 
and restaurant operators ? 

Is restaurant tea consumption reaching even its ‘rule of 
thumb” potential? What do restaurant men think of 
current tea brewing and serving methods? How do they 
feel about tea merchandising aids? What do they say 
about tea supplier service? 

These are only a few of the questions touched on in the 
field reports. 

Clearly more tea consumption is available merely for the 
changing of some attitudes within the tea industry itself, let 
alone among grocery and restaurant managers and the 
general public itself. 

Part of the problem is within the realm of brewing 
techniques. It is axiomatic that better brewing, in com- 
parison with indifferent brewing, will encourage more 
consumption. People take more readily to, and drink 
more of, tea which is properly prepared. 

Although no one disagrees with this, it is a long way 
from such general statements of a need for improved brew- 
ing to specific, detailed comments on just where, and how, 
it is to be done. 

The “More tea for U. S.” section includes a start in 
that direction. Included are the personal views—hard- 
hitting and direct—of a man who is devoting himself en- 
tirely to tea making. 

The views in the article are not necessarily ours, but 
they are cogent opinions, and should help stimulate the 
kind of give-and-take out of which final solutions emerge. 

We are informed the “More tea for U. S.” section raises 
to a new level the editorial service rendered to the tea 
industry. 

Let us have your comments, whatever they may be, on 
the section as a whole or any of the articles. Your thoughts 
will help us to improve future issues still further. 
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wagon route men see 


instant coffee growth | 


second of two articles on NRTCMA’s recent convention 


By CAROLE D. LINDGREN 


Instant coffees and other means of increasing the margin 
on coffee sales brought a round-up of opinions showing 
that most firms find a growing acceptance of soluble cof- 
fee. Mr. Preis said his firm sells a six-ounce jar for $1.05, 
with five credits, and averages four to five per week per 
man. While not an important factor volume-wise, they 
feel they cannot afford to be without instant coffee. Also, 
he added, he expects the soluble market to grow. 

Asked if the percentage of coffee sold could be re- 
duced by cutting the size of the package, Mr. Creamer 
replied that it could, but he did not believe it was de- 
sirable to sell less coffee. Pointing out that Trico’s coffee 
sales are 51 per cent of the total volume, he said he felt 
customer maintenance needs it. 


Customer acceptance of chicory coffee in northern 


states was discussed, with Mr. Golden reporting on his 
firm's experience in two and a half years of selling a 
blend. He said they experimented for months until they 
finally worked out a satisfactory blend. Then they sold 
their routemen on it, by serving it to them without telling 
the men what it was. All liked the blend. While the 
mix varies with the roaster beans, Mr. Golden said it is 
generally about 68 per cent coffee, 11 per cent chicory and 
21 per cent various cereals. 

To introduce the new blend, Golden Coffee made up 
72 two-pound packages, inclosing a card to be returned 
with an expression of opinion. They received 57 cards 
back, with 83 per cent asking that the new coffee product 
be brought again. Labeled “Coffee Prodcct’’ plainly, it is 
now sold on all routes at 78 cents a pound, returning 43 per 
cent gross, Mr. Golden said. Customers who did not 
like it were more willing to pay the higher prices for 
coffee after the test. 

Experimental mixes are made once a month, Mr. 
Golden added. Approximately 50 per cent of the total 
volume of coffee sales is now Golden Cup Mix, which 
carries a guarantee of 60 to 64 cups per pound. Coffee 
sales, which have dropped slightly by virtue of increased 
sales in other lines, are now 48 per cent of the total sales 
volume, Mr. Golden reported. 

New customer recruitment is rewarded at widely cary- 
ing rates, but one new system which brought much discus- 
sion was the ‘‘party plan.” Mr. Peterson explained that 
Pioneer Tea Co. has used it extensively, and he found it 
the “most fascinating thing in merchandising’ he had 
ever run across. The firm uses this system in the winter 
when it is difficult to maintain routes. 

Pioneer's routemen tell their customers they are trying 
to get new customers, and ask each if she would be in- 
terested in being hostess for a “party.” Mr. Peterson 
warned that it is necessary to have an above-average per- 
son handling the affair, but said the success can be great. 
One advantage they found is that the “party plan” gives 
them access to every type of home, including the finest. 
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Twelve women are generally invited, of which eight or 
nine usually attend. A door prize is awarded, and guests 
then play bingo, for which inexpensive prizes are 
awarded. While the women guests are enthused over 
these prizes, the display of merchandise is set up, and 
price lists with an order blank at the bottom are handed 
out. Guests each fill out the order and arrange delivery 
time. Then cake, supplied by the hostess, and coffee 
made by a company representative, are served. 

Pioneer has varying rates of payment for the person 
running the parties, and gifts to the hostess vary with the 
number of orders secured. A point system is also used, 
whereby the hostess is given a certain number of points 
for those attending, as well as for each order, and can 
have more than one party to accumulate points. Evening 
hours were found preferable, with afternoons next. Cost 
per new customer was $4.28. Handled correctly, Mr. 
Peterson said, the system was found to produce more new 
customers of a better quality than any method they had 
used before. 

Inviting wives of the routemen to occasional meetings 
has been tried by some firms with excellent results. Mr. 
Hellick said they had done this and they also liked once 

(Continued on page 87) 
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Marketing 


Full stock of coffee 
on grocer shelves ups 
unit sales by 16.8% 


Full stock of coffee in its normal place on the dealers’ 
shelves, maintained to capacity all week long, will increase 
sales to a startling degree. 

In one test, full shelf stocking of coffee increased unit 
sales 16.8 per cent and dollar volume almost as much. 

The fundamental fact that full shelf stocking increases 
sales was developed by Progressive Grocer in a recent study, 
conducted in seven supermarkets under actual store condi- 
tions. 

Normal sales of nine different grocery and drug items 
were tabulated for a period of two weeks. These figures 
were then compared with sales records for the following 
two weeks, when shelf stocks of the test items were kept 
filled to capacity at all times. 

Biggest unit sales increase in coffee was for a brand 
retailing at 91 cents. Volume went up 26.8 per cent. 

The poorest showing was made by a brand retailing at 
$1.03, which came through with a 3.8 per cent decrease in 
volume. 

Nine coffee brands were tested, ranging in retail price 
from the $1.03 top to an 81 cent low. 

Outstanding reasons why full shelves mean full volume, 
the study revealed, are: Out-of-stocks are eliminated; the 
effect of mass always sells more; full shelves flag attention, 
catch split-second decisions; the shoppers’ eyes are pulled 
to lower shelves where merchandise, if allowed to recede, 
goes out of sight more rapidly; an air of fast selling mer- 
chandise is created. 


Savarin Coffee using parking meter ads 


Savarin Coffee is being boosted in Philadelphia via a 
relatively new medium—parking meter advertising. 

Announcement that Savarin Coffee and Other products 
have been signed for parking meter ad space in Phila- 
delphia came from George M. Levin, president of the City 
Meter-Ad Corp., New York City. 

The Philadelphia parking meter ad device is triangular, 
carries three advertising plates, each seven by nine inches 
in size, and may be viewed by pedestrians walking in either 
direction, as well as by the car occupants. 

Philadelphia is the first major city to franchise parking 
meter advertising. It has made approximately 10,000 park- 
ing meters available for advertising in its chief shopping 
areas. 


Manning’s restaurants boost grocer coffee sales 


Manning’s, Inc., San Francisco, is engaged in a unique 
bit of advertising. In its 40 restaurants up and down the 
Pacific Coast, the largest chain of its kind in the West, 
are window displays of Manning’s vacuum-pack coffee. 

In one district the company is offering to exchange the 
unwinding-strip from its coffee can for a free cup of coffee 
at any Manning’s restaurant in the area. 

Advertising by Manning's, handled by the Knollin Ad- 
vertising Agency, San Francisco, is designed to tell the 


SEPTEMBER, 1953 


A Manning's Coffee display in one of the firm's Seattle cafes. 


grocer that the company is carrying on an unequalled 
coffee-sampling and testing laboratory operation. The 
same coffee is served in their restaurants as is found in the 
vacuum-pack can, it is pointed out, and the campaign is 
considered strong support for grocers carrying Manning's 
Coffee. 


Salada, La Touraine have “best read” ads 


A Salada Tea newspaper advertisement headlined “Tea 
Belongs at Dinna’ was the best-read tea ad in the year 
ended March 31st, 1953. 

An ad for La Touraine Coffee headlined ‘New England's 
Favorite Coffee with the Famous Boston Roast’’ was tops 
among coffee efforts during this period. 

These ratings were reported by Daniel Starch in a recent 
issue of Advertising Agency. 

The 219-line Salada Tea ad was noted by 11 per cent 
of the men readers. The 392-line La Touraine Coffee ad 
achieved 16 per cent male readership. 


Yarborough’s Coffee pounds regional theme 


Yarborough’s Coffee, packed in Corpus Christi, Texas, 
makes capital out of that fact in local newspaper advertis- 
ing 

One ad was headlined, “Why Subsidize a Railroad?” 

Here’s how the copy read: 

“There's no good reason why you should pay railroad 
fare for your coffee. The fine green coffees for YAR- 
BOROUGH'S are shipped in by boat through your own 
Port of Corpus Christi. We blend them, roast them, grind 
them and pack them in the thrifty yellow bag right here 
in your own home town. Then we rush YARBOROUGH'S, 
to your grocer in our own trucks, still fresh and fragrant 
from the roasting ovens. So you get finer, fresher, more 
flavorful coffee for less. Buy it today.” 


A&P coffee is among chain’s top attractions 


What products draw customers to A&P stores? 

The chain’s meats are the top attraction, according to a 
survey of A&P shoppers by Supermarket News. 

A&P brands of canned goods are the second biggest draw. 

The chain’s private coffee brands are the third biggest 
attraction. 
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Crops and countries 





coffee news from producing areas 


Brazil revamps exchange 
policy, sets new minimum 
prices on coffee exports 


Minimum export coffee prices were fixed last month at 
$68.00 per bag for Santos, Parana and Minas Gerais coffees 
and $60.00 for Rios and Victorias. 

This announcement came from the Bank of Brazil, along 
with significant rulings on coffee dollar exchange. 

Dollars earned by exporters in Brazil at the stated prices 
must be converted, as before, at the set rate of about 18 
cruzeiros to the dollar. 

But dollar exchange acquired in excess of the minimum 
prices can be converted to cruzerios at the free rate—at this 
writing about 40 cruzeiros to the dollar. 

The Bank of Brazil, expanding its instructions, said that 
exports of Santos coffees through the port of Santos must 
be made at the $68.00 minimum, but if shipped through 
the port of Paranagua the minimum is $67.00. 

Moreover, Rio coffee shipped through the por of Rio de 
Janeiro must be declared at the $60.00 minimum. But 
some types of Rios exported through the port of Victoria 
have a $56.00 minimum. 

Later the Instituto Brasileiro do Cafe announced that the 
basis uf prices for registration of coffee export sales would 
be set by IBC after a study of internad spot prices. This 
meant, according to local exporters, that IBC would not 


allow sales at prices under current spot quotations on dom- 
estic coffee in that country. 

The IBC statement was also taken by some observers as 
establishing two minimums in Brazil. IBC minimums are 
separate from those fixed by the Bank of Brazil, with its 
rulings on exchange. 

Official estimates have been issued on the effect of the 
frost damage on the 1954-55 crop in Sao Paulo and Parana, 
it is reported by Octavio Veiga, Santos correspondent of 
CoFFEE & TEA INDUSTRIES. 

Paulista exportables will be cut by 23 per cent, according 
to the estimate. The crop is now expected to reach 7,984,900 
bags. This would have to cover both export and local con- 
sumption. 

Heavier damage was done in Parana, the report states. A 
crop reduction of 64 per cent is predited, or a total output 
of from 2,160,000 to 2,340,000 bags. Here, too, this pro- 
duction will have to cover both export and local demands. 


Central America sees larger 1953-54 crops 


Coffee growers in all Central American expect El Sal- 
vador coffee-producing Republics anticipate larger crops for 
export in the 1953-54 season. 

In El Salvador, third largest coffee producer in the Western 
Hemisphere, weather conditions will reduce this season's 
crop scme 30 per cent, according to coffee growers and 
government agricultural experts. 

The Costa Rican green coffee crop, the largest on record 
in the 1952-53 season, with 541,000 bags (60 kilos each), 
is expected to exceed last season’s bumper crop. The same 
situation is expected in Nicaragua and Honduras. In the 
latter country, which is the smallest coffee producer of the 
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five Central American Republics, thousands of additional 
acres have been planted in coffee during the past two to 
three years, and it is anticipated that much of this will start 
to yield this season. 

In Guatemala, Oficina Central de Cafe offials have re- 
vised their first estimates of that republic’s 1953-54 crop, 
which were somewhat pessimistic and now forecast a 
larger export crop than in the 1952-53 season, when some 
1,300,000 quintales were exported. 

Ninety per cent of El Salvador’s export income is received 
from the sale of coffee; 82 per cent in the case of Guatemala ; 
and approximately 65 per cent in the case of Nicaragua and 
Costa Rica. 


India’s growers disturbed by mounting stocks 

India’s coffee planters are worried that after about seven 
years of shortages, or near shortages, they now have about 
5,000 tons to offer the world—but the government has not 
given them permission to do so. 

Last year’s crop, higher than the Indian Coffee Board's 
estimate, has reached 23,000 tons, it is reported by Valale I. 
Chacko, editor and publisher of Planting and Commerce. 

Next season’s crop is expected to top last season’s. The 
Board now holds a stock of about 15,000 tons. After meeting 
internal needs until the next crop comes in, 6,000 tons should 
be available for offer abroad. If next season’s crop is 
up to predications, another 5,000 tons will be available. 

The government is cautious about exports after last year’s 
high prices and the ensuing serious controversy, comments 
Mr. Chacko. But the Board cannot hold on to too large a 
stock, since they have to pay the growers. 

The Board’s borrowing limit has been raised to Rs. 20,- 














Need More Volume? 


We don’t claim Muller’s cereal 
improves good coffee but you'll be 
surprised how little it detracts from 
flavor. Not only is it pure and 
wholesome but what it does to re- 
duce cost in a blend is something 


to cheer about. Want samples? 


E. B. MULLER & CO. 
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53 Wooster St. New York City 
333 Girod St. New Orleans, La. 
PORT HURON, MICHIGAN 





























000,000, but that would not be enough if 11,000 tons is 


stacked in the Board's pool. 


See coffee crop surplus for Puerto Rico 


Puerto Rico's coffee crop this year may exceed local needs 


by 6,500,090 pounds and the government is considering 


ways by which growers holding a surplus may export it, a | 


spokesman for the insular agriculture department said. 


Tentative figures show the crop might reach 31,500,000 | 
pounds, while the normal consumption of the island is only | 


25 million pounds, he added. 


Coffee leaders take part in Mid-South Institute 


Coffee men were among the nation’s leaders in world trade, 
business, economics and agriculture taking part in the Mid- 
South’s first World Trade Institute, held at the University of 
Mississippi. 

Among the scheduled speakers were J. Peter Grace, Jr., 
chairman of the board of the Grace Line, Inc., and presi- 
dent of W. R. Grace & Co.; R. S. Hect, chairman of the 
board of the Mississippi Shipping Co.; and David A. Kattan, 
president of the David Kattan Co., New Orleans, and past 
president of the Export Managers Club in that city. 


Texas coffee firm buys adjacent land 


A lot adjacent to the Texas Coffee company’s plant in | 


Beaumont, has been purchased by the company. 


The tract will be used at present as a parking lot, accord- | 
ing to R. C. Maceo, a partner in the company, and for | 


possible future expansion. 
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S. A. SCHONBRUNN & CO., INC, 


77 Water Street, New York, N. Y. 











Solubles 





Deals don’t help soluble 
brands win bigger share 
of market, survey shows 


If a soluble coffee distributor can get a family to use 
ten ounces or more of his product in a year, he stands a 
good chance of keeping that family in the soluble market. 

This conclusion is indicated by a two year analysis of 
soluble coffee sales in Cleveland, conducted by the Cleve- 
Press, a Scripps-Howard newspaper, through its continuous 
consumer panel. 

Tabulations of the panel data were made for the news- 
paper by the Bureau of Business Research at Western Reserve 
University. 

Soluble coffee purchasers have little brand loyalty, the 
study showed. About 55 per cent of the coffee drinkers 
constantly switch soluble brands. 

Deals by soluble coffee distributors, the survey indicated, 
don’t succeed in adding to a brand's share of the market. 
Larger sales are achieved during the deal, but most of the 
increase comes from current users of the brand. After the 
deal, sales usually dropped back to normal and sometimes 
went below. 

In the entire panel, soluble coffee use almost doubled be- 
tween 1947 and 1952. In 1947 the 86 average users bought 
a total of 8,894 ounces of soluble coffee. Last year 142 aver- 
age users bought 17,732 ounces. 


Brands studied were Maxwell House, Sanka, G. Wash- 
ington, Bordens, Chase & Sandborn and Nescafe. All six 
increased their sales. But Nescafe, the leader, dropped from 
72.3 per cent of the market to 52 per cent during the five 
years. 

Maxwell House showed the largest relative increase during 
this period—550 per cent, from the smallest share of the 
market in 1947 to third place with 11.3 per cent last year, 
only 0.1 per cent behind G. Washington. 

Copies of the study are available at Scripp-Howard offices. 


Holiday Brands names field sales manager 


Holiday Brands, Inc., has announced the appointment of 
Paul A. Costello as field sales manager. 

Working from the home office in Walpole, he will be in 
charge of all markets of both Holiday Instant Coffee and 
Holiday Quick Gravy Mix. 

Mr. Costello was formerly sales supervisor for Holiday. 
He came from the American Chicle Co., Long Island City, 
N. Y. where he was a salesman for ten years. 


Issues booklet on spray dryers 


A new eight page booklet on packaged unit spray dryers 
has been issued by Foster D. Snell, Inc., New York City. 
It is a complete revision of earlier editions brought out in 
1950 and 1952. 

This edition has diagrams showing the conventional 
method of drying products compared to spray drying. 

Questions and answers on the use of spray dryers are also 
included. 

Copies of the booklet are available on request. 
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Says restaurants, movies will sel Your Most Practical Approach to 


soluble coffee under own brands 


Large.numbers of restaurants and movies soon will sell 
soluble coffee under their own names, it is claimed by S. J. | 


Bernheimer, of Continental Marts, New York City. 


Mr. Bernheimer said the restaurants would offer a pure p r 0 d u Cc t i 0 n i S t h r ul y 0 u r 


instant in a two ounce glass jar with a three color label, 


priced at 60 cents; and a one and two-third ounce can at BOWEN REPRESENTATIVE 


50 cents. 
Drug chains would also offer the soluble, Mr. Bernkeimer @ Many of the leading brands of high 
declared. quality soluble coffee are produced on 










Bowen Spray Dryers. You too may se- 
lect equipment to meet the physical 
requirements you desire for your 
product—bulk density, particle size, 
ready solubility and integrity of flavor. 


Movies would sell the cans of soluble or dispense cigarette 
size packages of the product through vending machines, | 
Mr. Bernheimer claimed. He said each package will contain 
eight cellophane wrapped single servings of soluble coffee, 
and will sell for 25 cents. 

The dispensing machines would be modified cigarette 
vendors, Mr. Bernheimer said. 
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Prescott, Backer, Dana 
named technical advisers 
to Coffee Brewing Institute 


Two leading food technologists and a restaurant consul- 
tant have been named technical advisers to the Coffee Brew- 
ing Institute, Inc. 
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The announcement was 
made by Eugene Laughery, 
CBI general manager. 

The advisers are Dr. Sam- 
uel C. Prescott, Professor L. 
H. Backer and Arthur W. 
Dana. They will assist Mr. 
Laughery in planning and in 
carrying out CBI's research 
program. 

Dr. Prescott, Dean Emeri- 
tus of the Massachusetis Insti- 
tute of Technology, is well 


Spray Dryers for soluble coffee pro- 
duction operate automatically to 
produce 2 to 12 tons of powder daily. 





Eugene G. Laughery known to the coffee trade 
as director of a three-year Bowen engineered Spray Dryers meet cost 
study of the chemistry and preparation of coffee, begun in production limitations of the smaller com- 
1920 at the request of the Joint Coffee Research Committee. pany as well as the larger producer. 


Professor Backer has acted as adviser to the N.C.A. for a 
number of years, having worked closely with the Brewing 
Committee cn methods and equipment. He was awarded 
the N.C.A. Certificate of Merit in 1948. 


Bowen design principles can often be ap- 
plied to existing coffee spray dryers to im- 
prove the quality of the product. 


Mr. Dana, a graduate of Harvard, has for the past 16 The knowledge based on broad production 
years been an independent restaurant consultant specializing | experience can be applied to your problem. 
in problems of food improvement, cost reduction, organiza- | A conference does not obligate you in any way. 


tion and kitchen design. 
WRITE FOR INTERESTING BOOKLET— 


Haydn D. Lovell succumbs to heart attack "The Bowen Story of Spray Drying” 


Haydn D. Lovell, a key figure in the sales department of | 
the Dannemiller Coffee Co., succumbed to a sudden heart | BOWEN SPRAY DRYERS 
attack recently. 

Mr. Lovell was a district sales manager for Dannemiller Al 
for the past ten years. Before that he was a salesman for Off Y M | 
the company for seven years. ways er ou ore: 

In the food industry for more than three decades, Mr. Lov- BOWEN ENGINEERING, INC. 
ell was well known in the wholesale grocery trade and to NORTH STANCES, NEW JERSEY 
supermarkets and chain stores in the East. | Recognized Leader in Spray Dryer Engineering Since 1926 
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Sees record premium 
activity at New York 


show and conference 


“An all-time high level of activity’ at the New York 
Premium Show, September 21st - 24th was forecast by 
Gordon C, Bowen, president of the Premium Advertising 
Association of America, which is sponsoring the exhibiticn 
at the Hotel Astor of more than 5,000 products developed 
by almost 300 manufacturers for use as consumer premiums, 
sales incentive prizes and industrial “good-will gifts.” 

Mr. Bowen said that “this billion dollar-plus industry is 
experiencing the greatest boom period in its history due 
to a tremendous increase in competition in almost all bus- 
inesses. Ever since the end of World War II,, there has been 
a good deal of talk about the ‘return to a buyers’ market.’ 

“All signs now point to the fact that the buyers’ market 
is here. This has led to a development and extension of 
premium and sales incentive programs to stimulate sales at 
the consumer level as well as to spark the activities of 
dealers and salesmen. 

“Sales managers, sales promotion managers, advertising 
agency personnel and other premium buyers have shown 
more advance interest in planning their 1954 premium cam- 
paigns than at any time in the history of the association.” 

Arthur Tarshis, manager of the New York Premium Show, 
revealed that all available exhibition space in the foyer, 
grand ballroom and mezzanine of the Hotel Astor has been 
sold out since mid-July. 





connections. 


Bank of America (International) 


40 Wall St., New York 


This bank finances coffee every step of the way... from 
the bean to the bag. Through our worldwide credit 
facilities, we help the coffee grower and the shipper 
in foreign countries. ..the importer in the United States 
... the coffee roaster... even the grocer who sells coffee 
over the counter. As the world’s largest bank, Bank 
of America is always ready to help you with ‘coffee 
credit""—to improve your domestic or foreign trade 


GORFEE <a 

















Four major users of premiums will be speakers at the 
PAA’s semi-annual conference, to be held in conjunction 
with the show, at the Hotel Astor on Tuesday morning, 
September 22nd, Lawrence W. Bell, conference chairman, 
has announced. 

The theme of the conference is “Using Premiums to Meet”’ 
Marketing's Greatest Challenge.’ 

L. R. Bressler, vice-president of Stanley Home Products, 
Inc., will discuss “Premiums in Direct Selling.” 

Donald R. Grimes, president of the Independent Grecers’ 
Alliance, will talk on “Premiums in the Food Fie!d,’’ draw- 
ing on a lifetime of experience with IGA. 

“Premiums in the Appliance Industry,” will be discussed 
by Seymour Mintz, vice-president of the Admiral Corp. 

Joseph A. Moran, vice-president of Young & Rubicam, 
Inc., will cover developments in “The Premium Offer Via 
Radio and TV.’ 

The Premium Advertising Conference opens September 
22nd with a Continental breakfast served from 8:00 a.m. 
until 9:00 a.m., when the meeting begins. 


NCA holds open house in new offices 


The National Coffee Association held a reception recently 
to mark the opening of its new offices. 
The offices are in Room 703, at the same address as be- 
fore, 120 Wall Street. 
Top NCA officials were on hand to greet the many coffee 
men and members of allied trades who attended. 
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Coffee stops urged 
on vacation drivers 
to prevent accidents 


Motoring vacationists are more likely to come back safe 
if they follow suggestions offered by L. S. Harris, executive 
director of the American Association of Motor Vehicle 
Administrators. 

“Be sure to start your vacation trip when you're thoroughly 
rested,” Mr. Harris advises. “Staying refreshed, however, 
is equally important. This is where frequent stops for 
coffee or some similar beverage are helpful. The man who 
drives 200 miles or so without a break is risking his life 
and the lives of others, especially in the latter part of a 
trip, when eyes are dulled and reflexes are sluggish.” 

Mr. Harris warned against trying to drive all the way to 
the vacation spot without resting occasionally, unless the 
destination is not too far. 

He recommended following the U. S. Army formula for 
combatting fatigue while traveling: 

1. Keep the windows of the vehicle open; breath 
deeply. 

2. Drink coffee or another alertness beverage every two 
hours. 

3. If drowsiness sets in, stop the vehicle, get out and 
exercise briskly. 

4. When possible, change drivers every two hours. 

5. For the driver who finds himself too tired cr sleepy 
to continue, there is a sure-fire remedy: Pull off the road 
and rest until fit to continue. 

“It’s better to get there safely than not to get there at 
all,” Mr. Harris warned. 


Bill Grant joins Dannemiller 


Coffee as Midwest sales manager 
William S. (Bill) Grant has joined the Dannemiller 
Coffee Co., Brooklyn, N. Y., private label packers of tea 
and coffee, as manager of midwest sales. 
He was sales manager for 
the Brownell & Field Co., 
Providence, R. I., since July, 
1948. Mr. Grant maintained 
top brand position in that 
state while moving his price 
relationship from one cent 
below national brand compe- 
tition to one cent above. 
Active in industry affairs, 
Mr. Grant has been a mem- 
ber of the convention com- 
mittee of the National Cof- 
fee Association and chairman 





of the merchandising committee of the Tea Association of 


the U.S.A. 

He was previously with the Tea Bureau, for whom he 
opened offices in Chicago, Pittsburgh, Atlanta and Boston. 

In 1936 he initiated the use of billboards in supermarket 
merchandising, an idea first adopted by McCann's in that city. 

During the war he was a member of the price program 
team under Geoffrey Baker. 

Mr. Grant is making his home in Cleveland, Ohio, but 
will operate out of headquarters in both the Brooklyn and 
Rochester, N. Y., plants of the Dannemiller Coffee Co. 
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“Coffee wipes out 22 prison 
months”, reports N. Y. Times; 
quick PACB ad picks up story 


“Coffee wipes out 22 prison months. Three cups at 
Freedom Village also help Texan to forget 101 meals of 
turnips.” 

Under these heads, the New York Times last month ran 
what is easily the best coffee story of the year—how a 
released GI corporal downed three steaming mugs of coffee 
and declared: “I love coffee’. 

Only a few days later, 1,000 line Pan-American Coffee 
Bureau advertisements, reprinting parts of the story, ap- 
peared in 74 newspapers in 71 cities. About five days after, 
the ad appeared in Far West papers and others which 
couldn't clearspace before. 

The ad was headed “ ‘Coffee-break’ at Freedom Village’. 
Brief copy gave PACB’s comment: 

“As we read this story, it seemed to us that here was a 
perfect example of how much an American institution 
. . .g00d coffee . . . can mean to someone who has been 
deprived of it. 

“We're glad Cpl. Williams is back where he can enjoy 
good coffee, and where he can take a “Coffee-break’’ 
every day . . .several times a day if he wants . . . along 
with the millions of us who do it as a matter of course.” 

According to the Robert Alden report in the New York 
Times, Cpl. Lester Williams, of Keymah, Tex., walked into 
the big processing warehouse at Freedom Village, Korea, 
after 22 months in a prison camp, got his DDT dusting 
and his medical clearance and then proceeded to drain 
three mugs of steaming black coffee. 

The corporal sighed with satisfaction, the story continued, 
and said: “I love coffee. This is the first coffee I've had 
in ages. Oh yes, they gave us something they called coffee 
up there, but if I were them I wouldn't try to sell it in 
the United States. They'll go broke.” 


Neely named general manager 
of George J. Howe Co., Inc. 

Robert P. Neely, secretary-treasurer of the George J. 
Howe Co., Inc., Grove City, Pa., has been named general 
manager and secretary-treasurer. His appointment to 
succeed George P. Beech as general manager follows the 
promotion of Mr. Beech from vice president and general 
manager to executive vice president. 


‘The Challenge Facing Coffee’— 
theme of 1953 NCA convention 


How the coffee industry can solve its problems and do 
a better job of merchandising will be examined in 
down-to-earth sessions at the 1953 convention of the 
National Coffee Association. 

Meetings will be keyed to the theme, "The Challenge 
Facing Coffee”’. 

NCA’s 43rd annual convention is being held at Boca 
Raton, Fla., November 16th-19th. 

Last year's rates at the Boca Raton Club will prevail: 
$36 per day, double, $22 per day, single. 

Since hotel accomodations are somewhat limited, NCA 
members are urged to make room reservations immediately. 

As usual, a coffee special” will be run by the Seaboard 
Airline Railroad from New York to Boca Raton. Special 
cars will also be added to the Illinois Central's “City of 
Miami", running from Chicago through Boca Raton. 








Mr. Neely has had many years of experience in food 
distributing with the company. He was first employed 
in 1931 as a part time bookkeeper while attending Grove 
City College. After graduating in 1934 he became a 
route salesman, opening and servicing the Warren, Pa., 
territory. On June 2nd, 1936, he was elected secretary- 
treasurer of the company: the position he held until his 
new appointment. 

In addition to his duties as secretary-treasurer, Mr. Neely 
has been buyer of many of the food items promoted by 
the company in the tri-state area. 

In his new capacity, he will undertake to coordinate the 
merchandising program of the company’s 19 branches, 
comprising a staff of 23 sales representatives. 

The George J. Howe Co., Inc., roasters and distributors 
of Daily Delight Coffee, nuts and other food products, was 
founded in the 1920's by the late George J. Howe. Today 
the company owns a modern plant with 45,000 square feet 
of floor space, equipped with modern coffee roasting and 
nut processing equipment and served by a fleet of 30 de- 
livery trucks. 


Peggy Lee sings “Black Coffee” 

“Black Coffee’ is the name of a new record album issued 
by Decca Records. 

Peggy Lee is the vocalist. 












IMPORTERS 
NEW ORLEANS 


Direct Connections in Most Coffee Producing Countries 
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SALVADOR 
COFFERS 


Choice of American Koasters 
Creators of Good Will 





COMPANIA SALVADORENA DE CAFE, S. A. 


San Salvador -_ El Salvador | 


Cable Address: Coscafe Telephone Nos. 758 & 1632 


























one one whittf always a cre 


beats a slam? World’s Most Enticing 
Aroma Go To Work For You! 


INSTALL A 


GRINDMASTER 


AND SELL AROMATIC STORE 
GROUND COFFEE IN INEXPENSIVE 
PAPER BAGS 
SEE YOUR COFFEE SUPPLIER OR WRITE 
AMERICAN DUPLEX CO. 815-27 W. MARKET ST. 
LOUISVILLE 2, KY. GIVING HIS NAME 











Anyone can operate the GRINDMASTER Point of Purchase illuminated disploy 
= Everyone likes to grind their own. concentrates sales on one brand. 
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NOPAL LINE 


Regular service 


New fast Norwegian motorships 
BRAZIL/U.S. GULF 
COFFEE SERVICE 


The Northern Pan-American Line, A/S 
OSLO 





Agents 


New York—Dichmann, Wright & Pugh, Inc., 44 Whitehall St. 
New Orleans—Biehl & Co., Inc., Pere Marquette Bldg. 
Houston—Bieh| & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 





Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—Transparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 











. GRACE LINE 
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FAITHFUL SERVANTS 
OF THE COFFEE TRADE 


Operating on regular itineraries geared to the 
needs of the coffee trade; swift, modern Grace 
Line Santa ships provide year-round American- 
Flag service from the Coffee Ports of: 


COLOMBIA 
VENEZUELA 
ECUADOR 
PERU 
and West Coast of 
CENTRAL AMERICA 
to 
LOS ANGELES 
SAN FRANCISCO 
SEATTLE 
VANCOUVER, B.C. 


NEW YORK 
JACKSONVILLE 
PHILADELPHIA 
BOSTON 
BALTIMORE 


10 Hanover Square, New York 5, N.Y. 
Tel. DI gby 4-6000 
Agents and Offices in All Principal Cities 











TO NEW ORLEANS AND OTHER U.S. GULF PORTS... FROM 


SOUTH AMERICA... 


PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


WEST AFRICA... 











Ssh 
LUANDA, LOBITO, MATADI, AMBRIZ, AMBRIZETTE, PORTO AMBOIM 3S a, 


Regular three week sailings 


Vola ue 


MISSISSIPPI] SHIPPING COMPANY. INC 


AGENTS: 

RIO DE JANEIRO: DELTA LINE, INC. 
Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 

Rua 15 de Novembre 176-178 
LUANDA & LOBITO: 

Sociedade Luso-Americana, Ltda. 
MATADI: 


+ WEW ORLEANS 


Nieuwe Afrikaansche Handels Vennootschap 


68 


a ae 





COFFEE & TEA 
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Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 


Alcoa—Alcoa Steamship Co. 

Am-Exp—American Export Lines 

Am-Pres—American President Lines 

ArgState—Argentine State Line 

Am-W Afr—American-West African Line 

Barh-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 

Barb-Wn—Barber Wilhelmsen Line 

Brodin—Brodin Line 

Cunard—Brocklebanks’ Cunard Service 

Delta—Delta Line 

Dodero—Dodero Lines 

Ell-Buck—Ellerman & Bucknell S.S. Co 

Farrell—Farrell Lines 

Grace—Grace Line 

Granco—Transportadora Gran 
Colombiana, Ltda. 

Gulf—Gulf & South America Steamship 
Co., Ine. 

Hol-Int—Holland-Interamerica Line 


Shi po % 5 
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IFC—LF.C. Lines 
Independence—Independence Line 
Isbrandtsen—Isbrandtsen Co., Inc. 
ltalian—Italian Line 
JavPac—Java-Pacific Line 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mormac—Moore-McCormack Lines, Inc. 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

NYK—Nippon Yusen Kaisha Line 
PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd. 

R Neth—Royal Netherland Steamship Co 
Robin—Robin Line 

SCross—Southern Cross Line 
Silver—Silver Line 

Sprague—Sprague Steamship Line 
Stockard—Stockard Line 
Stran—Strachan Shipping Co. 
Swed-Am—Swedish American Line 
UFruit—United Fruit Co. 

Wst Cst—West Coast Line. Inc. 
Wes-Lar—Westfal Larsen Co. Line 


COFFEE BERTHS 


Abbreviations for ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christ: 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—lJacksonville 
LA—Los Angeles 
M/—Montreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
<r 
Po—Portlan 
PS—Puget Sound 
SF—San Francisco 
Se—Seattle 
St Jo—Saint John 
Ta—Tacoma 
To—Toledo 


Va—Vancouver 


SAILS SHIP 
ACAJUTLA 


9/13 Cstl Avnturer 
9/16 Cstl Nomad 
9/21 C. G. Thulin 
9/29 Marna 
10/17 Cstt Avnturer 
10/20 Majorka 
11/1 Anchor Hitch 


ACAPULCO 


9/24 Anchor Hitch 
10/21 Csti Nomad 


AMAPALA 


9/13 Csti Nomad 
9/15 Cstl Avnturer 
9/23 C. G. Thulin 
9/23 Marna 

9/29 Anchor Hitch 
10/14 Majorka 
10/14 Csti Avnturer 
10/26 Csti Nomad 
10/29 Anchor Hitch 


ANGRA DOS 


9/14 Forester 
9/24 Falkanger 
10/11 Siranger 


LINE 


Cristobal! 9/25 

LA9/26 SF9/29 Sel0/5 
Cr? 9/29 NY10/7 

Cr 10/4 NY10/12 

L0O/26 SF10/29 Sell/3 
Cr 10/25 

LA11/10 SF11/13 Sel1/18 


Cristobal’ 10/10 
Cristobal’ 11/6 


Grace LA9/26 SF9/29 Sel0/5 
UFruit Cristobal’ 9/25 

UFruit Cr 9/29 NY10/7 

UFrit Cr? 10/4 NY10/12 

Grace Cristobal’ 10/10 

UFruit Cr? 10/25 NY11/2 

Grace LA10/26 SF10/29 Sel1/3 
Grace Cristobal' 11/6 

Grace LA11/10 SF11/13 $el11/18 


REIS 


PAB LA10/2 SF10/4 Val0/10 Sel0/11 Pel0/14 
Wes-Lar LA10/17 SF10/20 Pol0/25 Sel0/27 Bal0/28 
Wes-Lar LA11/5 SF11/8 Poll/13 Sel1/15 Vall/16 


SAILS SHIP 


9/30 Cstl Avnturer 
10/2 C Cumberland 
10/9 Cape Ann 
10/15 Anchor Hitch 
10/16 Cape Cod 
10/16 Byfjord 
10/20 Mabella 
10/23 C Cumberiand 


BARRIOS 


9/11 Manzqui 
9/17 Marna 
9/17 Fiador Knot 
9/24 A Steamer 
9/25 A Steamer 
10/1 Mataura 
10/1 Vineggen 
10/8 Levers Bend 
10/9 Manaqui 
10/15 Fiador Knot 
10/15 Marna 
10/22 Mayari 
10/23 A Steamer 
10/29 Vinneggen 
10/29 Mataura 


UF ruit 
UF ruit 
UF ruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UF ruit 


BUENAVENTURA 


9/11 Banker 
9/15 Santa Cecilia 
9/18 Santa Leonor 
9/18 La Hague 


Gulf 
Grace 
Grace 


DUE 


LAl10/26 SF10/29 Sell1/3 
1¥10/12 

NY10/19 

LA11/10 SF11/13 Sel1/18 
NY10/26 

N010/18 

NO11/1 

NY11/2 


NY9/18 

NY9/25 

Ho9/22 N09/25 
Ho9/29 NO10/2 
NY10/2 

Ho’0/6 NO10/9 
NY10/9 

Hol0/13 N010/16 
NY10/16 
HO010/20 N010/23 
NY10/23 

Hol0/27 N010/30 
NY10/30 

NY11/6 

Holl/3 NO11/6 


Ho9/23 N09/26 
NY9/21 
LA9/27 SF9/29 Sel0/5 


Independence LA9/28 SF9/30 Val0/5 Sel0/7 Pol0/9 


9/22 Santa Margarita Grace 


NY9/28 


BARRANQUILLA 9/25 Farmer Gulf Hol0/7 NO10/10 


9/11 C Cumberland UFruit NY9/18 9/29 Santa Isabel Grace NY10/5 

9/15 La Baule Independence LA10/10 SF10/12 Pol0/17 Sel10/19 Val0/20 10/6 Santa Barbara Grace NY10/12 

9/18 Cape Ann UFnit NY9/28 10/9 Merchant Gulf Hol0/21 N010/24 

9/22 Mabella UFrit 010/24 10/13 Santa Flavia Grace LA10/22 SF10/24 Sel0/31 
9/25 Cape Cod UFrit NY10/5 10/31 Santa Adela Grace LA11/10 S$F11/12 Sel1/18 


SEPTEMBER, 1953 








A: TTR MRCS: EE RR ET i ~ . -_ neues 





SAILS SHIP LINE DUE SAILS SHIP LINE DUE 

CARTAGENA 9/14 Majorka UFrit NY9/21 : 
9/15 Santa Cecilia Grace NY9/21 

9/12 Santa Paula Grace NY9/16 9/22 Santa Margarita Grace NY9/28 

9/12 C Cumberland UFmit NY9/21 9/28 Mabella UFruit N010/4 

9/13 La Baule Independence LA10/10 SF10/12 Pol0/17 Sel0/19 Val0/20 9/29 Santa Isabel Grace NY10/5 

9/19 Santa Rosa Grace NY9/23 9/29 C. G. Thulin UFruit NY10/6 

9/19 Cape Ann UFmit NY9/28 10/6 Santa Barbara Grace NY10/12 

9/23 Mabelia UFmit NO010/4 10/12 Byfjord UFnit N010/18 

9/26 Cape Cod UFrit NY10/5 10/13 Copan UFmit NY10/20 

9/26 Santa Paula Groce NY9/30 10/26 Mabella UFruit NO11/6 

10/3 Cape CumberiandUFruit NY10/12 10/27 Majorka UFmit NY11/3 

10/3 Santa Rosa Grace NY10/7 

10/7 Byfiord UFmit N010/18 

10/10 Cape Ann UFmit NY10/26 DAR es SALAAM 

10/17 Cape Cod UFruit =NY10/26 9/17 Leslie Lykes Gulf 10/23 

10/21 Mabella UFruit =NO11/1 10/3 Afr Star Farrell NY11/2 

10/24 C Cumberland UFruit NY11/2 10/13 Silindoeng R-Interocean LA11/17 SF11/25 Sel1/30 Val2/1 Pol2/17 
11/3 Karsik R-Interocean LA12/17 S$F12/25 $12/30 Val/1 Pol/17 

CHAMPERICO 

9/17 Cstl Nomad Grace  LA9/26 SF9/29 Sel0/5 DURBAN 

10/18 Csi! Avnturer Grace LA10/26 SF10/29 Sell/3 9/20 Sue Lykes Gulf 10/30 

11/2 Archor Hitch Grace LA11/10 SF11/13 Sel1/18 10/4 Louise Lykes Gulf 11/24 

CORINTO EL SALVADOR 

9/12 Cstl Nomad Grace LA9/26 SF9/29 Sel0/5 9/10 La Coubre Independence LA9/16 SF9/18 P09/22 Se9/24 Va9/25 

9/18 Csti Avaturer Grace Cristobal’ 9/25 9/22 La Hague Independence LA9/28 SF9/30 Val0/5 Sel0/7 Pol0/9 

9/21 Marna UFmit Cr 10/4 NY10/12 9/23 Winnipeg French LA10/4 SF10/8 Val0/12 Sel0/16 Pol0/18 

9/21 La Hague Independence LA9/28 SF9/30 Val0/5 Sel0/7 Pol0/9 10/4 La Baule Independence LA10/10 SF10/12 Pol0/17 Se10/19 Val0/20 

9/25 C. G. Thulin UFmit Cr? 9/29 NY10/7 10/5 Stromboli Italian LA10/14 SF10/17 Val0/22 Sel0/26 Val0/30 

10/2 Anchor Hitch Grace Cristobal' 10/10 10/25 Wyoming French LA11/5 SF11/8 Vall/12 Sell/16 Poll/20 

10/3 La Baule Independence LA10/10 SF10/12 Pol0/17 Sel10/19 Val0/20 10/29 Vesuvio Italian LA11/7 SF11/10 Val1/15 Sel1/19 Poll/23 

10/12 Majorka UFmit Cr 10/25 NY11/2 

10/13 Csti Avnturer Grace LA10/26 SF10/29 Sel1/3 

10/28 Anchor Hitch Grace  LA11/10 SF11/13 $el1/18 GUATEMALA 

10/29 Cst! Nomad = Grace Cristobal’ 11/6 9/10 La Coubre Independence LA9/16 SF9/18 Po9/22 Se9/24 Va9/25 
9/22 La Hague Independence LA9/28 SF9/30 Val0/5 Sel0/7 Po 10/9 

CRISTOBAL 9/28 Winnipeg French LA10/4 SF10/8 Val0/12 Sel10/16 Pol0/18 
10/4 La Baule Independence LA10/10 SF10/12 Pol0/17 Sel0/19 Val0/20 

9/12 Byfjord UFmit N09/20 10/6 Stromboli Italian LA10/14 SF10/17 Val0/22 Sel0/26 Val0/30 





Where you want it... 





When you want it... 


y 
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Your coffee arrives in perfect condition at 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos —12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RIO JACHAL — op- 
erate a swift, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late holds, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell, Inc., General Agents 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 
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SAILS SHIP 


10/30 Wyoming 
10/30 Vesuvio 


GUAYAQUIL 


9/14 Santa Leonor 
10/27 Santa Adela 


LA GUAIRA 


9/10 Santa Paula 
9/17 Santa Rosa 
9/24 Santa Paula 
10/1 Santa Rosa 
10/8 Santa Paula 


LINE 


French 
Italian 


Grace 
Grace 


G ace 
Grace 
Grace 
Grace 
Grace 


LA LIBERTAD 


9/14 Cstl Avnturer 
9/15 Cstl Nomad 
9/19 C. G. Thulin 
9/27 Marna 

9/28 Anchor Hitch 
10/16 Csti Avnturer 
10/18 Majorka 
10/25 Csti Nomad 
10/31 Anchor Hitch 


LéA. UNION 


9/14 Cstl Nomad 
9/16 Csti Avnturer 
9/17 C. G. Thulin 
9/25 Marna 

9/30 Anchor Hitch 
10/15 Csti Avnturer 
10/16 Majorka 
10/27 Csti Nomad 
10/30 Anchor Hitch 


LIMON 


9/10 Byfjord 

9/15 C Cumberland 
9/22 Cape Ann 
9/26 Mabella 
9/29 Cape Cod 
10/6 C Cumberland 
10/10 Byfjord 
10/13 Cape Ann 
10/20 Cape Cod 
10/24 Mabella 
10/27 C Cumberland 


LOBITO 


9/15 Afr Dawn 
9/18 Del Oro 
9/20 Afr Glen 
10/12 Del Campo 
10/21 Afr Pilgrim 
10/26 Tulane 
11/1 Del Rio 


Grace 
Grace 
UFruit 
UF uit 
Grace 
Grace 
UFruit 
Grace 
Grace 


UFruit 
UFruit 
UFruit 
UFruit 
UF ruit 
UFruit 
UF ruit 
UFruit 
UFruit 
UFruit 
UFruit 


Farrell 
Delta 
Farrell 
Deita 
Farrell 


LA11/5 SF11/8 Vall/12 Sel1/16 Pol1/20 
LAl11/7 SF11/10 Val1/15 Sel1/19 Pol1/23 


LA9/27 SF9/29 Sel0/5 
LA11/10 S¥21/12 Sel11/18 


NY9/16 
NY9/23 
NY9/30 
NY10/7 
NY10/14 


Cristobal’ 9/25 

LA9/26 SF9/29 Sel0/5 
Cr?9/29 NY10/7 

Cr? 10/4 NY10/12 
Cristobal' 10/10 

LA10/26 SF10/29 Sel1/3 
Cr 10/25 NY11/2 
Cristobal’ 11/6 

LA11/10 SF11/3 $e11/18 


LA9/26 SF9/29 Sel0/5 
Cristobal' 9/25 

Cr? 9/29 NY10/7 

Cr? 10/4 NY10/12 
Cristobal’ 10/10 

LA10/26 SF10/29 Sel1/3 
Cr? 10/25 NY11/2 
Cristobal' 11/6 

LA11/10 SF11/13 Sel1/18 


N09/20 
NY9/21 
NY9/28 
N010/4 
NY10/5 
NY10/12 
N010/18 
NY10/19 
NY10/26 
NO11/1 
NY11/2 


NY10/10 
N010/13 
NY10/22 
NO11/5 

NY11/11 


Am-W-Afr NY11/30 


Delta 


N0O11/26 


LOURENCO MARQUES 


9/24 Sue 
10/6 Louis 


LUANDA 


9/12 Afr Dawn 
9/17 Afr Glen 
9/29 Taurus 
10/6 Del Campo 
10/18 Afr Pilgrim 
10/23 Tulane 
10/28 ‘Del Rio 


MARACAIBO 


9/13 Santa Monica 
9/18 La Baule 
9/20 Santa Clara 
9/27 Santa Sofia 
10/2 Csti Avnturer 
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Lykes 
Lykes 


Farrell 
Farrell 


Gulf 10/30 
Gulf 11/24 


NY10/10 
NY10/22 


Am-W Afr NY10/31 


Delta 
Farrell 


NO11/5 
NY11/11 


Am-W.Afr NY11/30 


Delta 


Grace 


N011/26 


NY9/22 


Independence LA10/10 SF10/12 Pol0/17 Sel0/19 Val0/12 


Grace 
Grace 
Grace 


1953 


Pa9/28 NY9/29 
NY10/6 
LA10/26 SF10/29 Sell/3 





Regular Service 


From The Principal Brazilian Ports To: 


NEW YORK 


NEW ORLEANS 


Lloyd 
BRASILEIR 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 


lations with 


the world. 


the commercial centres of 
The American Line maintains 


regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 


ville an 


Houston. 


svenieee 1 








Bringing North and South America nemer each other, LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 











NEW YORK 
17 Battery Place 


NEW ORLEANS 
305 Board of Trade Bldg. 

















REGULAR 


AMERICAN 
REPUBLICS 
LINE 


PACIFIC 
REPUBLICS 
LINE 


AMERICAN 
SCANTIC 
LINE 


AMERICAN FLAG SERVICE 


Freight and Passenger (BRAZIL 
Service between East 
Coast of United States URUGUAY 

| ARGENTINA 


and the countries of 


Freight and Passenger ( BRAZIL 
Service between West URUGUAY 


Coast of United States 
and the countries of 


| ARGENTINA 


NORWAY 
DENMARK 
SWEDEN 
POLAND 
FINLAND 
RUSSIA 


Freight and Passenger 
Service between East 
Coast of United States 
and the countries of 


For complete information apply 


MOORE-McCORMACK LINES 


5 Broadway, New York 4 


Offices in Principal Cities of the World 


























[BOT 


PACIFIC-ARGENTINE-BRAZIL LINE 
PACIFIC WEST INDIES - PUERTO RICO 
PACIFIC AND ATLANTIC INTERCOASTAL 


EXECUTIVE OFFICES + 320 CALIFORNIA ST. + SAN FRANCISCO 





SAILS SHIP 


| 

| 10/4 Santa Monica 
10/17 Anchor Hitch 

| 


MATADI 
| 9/10 


| 9/13 
| 9/14 


Afr Dawn 
Del Oro 
Afr Glen 
9/27 Taurus 
| 10/3 Del Campo 
10/15 Afr Pilgrim 
| 10/21 Tulaxe 
10/25 Del Rio 


MOMBASA 


| 9/25 Leslie 
| 9/29 Afr Star 
9/29  Silindoeng 
10/28 Louise 
10/30 Karsik 


PARANAGUA 
9/11 
9/12 
9/13 
9/14 


Mormacland 
Forester 
Bolivia 
Mormacwren 


9/14 
9/15 
9/17 
9/18 
919 
| 9/19 
| 9/23 
9/25 
9 28 
9/28 


Bowplate 
Peru 

Del Santos 
Alwaki 
Borelaid 
Falkanger 
Mormachawk 
Leslie 

Del Alba 
Vigrid 


4 





ror FAST DEPENDABLE DELIVERY 


. -. of your mild coffees 
to United States markets... 
rely on 


UNITED FRUIT COMPANY 


STEAMSHIP SERVICE 


Regular Sailings between 








10/5 Siranger 
10/7 Mormacguif 
10/17 Del Viento 
10 17 Santos 
10/19 Ideford 
11/2 Del Valle 
11/17 Del Monte 


9/10 
9/11 
9/14 


Tyler 
Grant 
Leoville 
| 9/28 Javanese 
s | 9/29 Bonneville 
! 10/14 Pleasantville 
10/16 A Vessel 
| 10/13 Mandeville 
11/27 Cingaiese 


| PORT SWETTENHAM 


LINE QUE 
Grace Pal0/12 NY10/13 
Grace LA11/10 SF11/13 Sel1/18 
Farrell NY10/10 
Delta N010/13 
Farrell NY10/22 
Am-W Afr NY10/31 
Delta N011/5 
Farrell NY11/11 
Am-W Afr NY11/30 
Delta NO11/26 
Lykes Gulf 10/23 
Farrell NY11/2 
R-Interocean LA11/17 SF11/25 Sel1/30 Val2/1 Pol2/17 
Lykes Gulf 11/24 


R-Interocean LA12/17 SF12/25 Sel2/30 Val/1 Pol/17 


LA10/6 SF10/9 Val0/13 Sel0/15 Pol0/17 
LAl10/2 SF10/4 Val0/10 Sel0/11 Pol0/14 
NY10/6 

Jx10/5 NF10 8 Bal0/9 Pal0/10 NY10/12 

Bal0/14 M110/18 

NY10/2 Pal0/5Bal0/7 Bol0/9 MI10/14 
NO10/5 Hil0/12 

N010/8 Hol0 13 

NY10/7 Bol0/9 Pal0/11 Bal0/13 Nfl0/14 
Bal0/7 NY10/8 Bol0/10 Pal0/13 
LA10/17 SF10/20P010/25 Se10/27 Val0/28 
NY10/13 B210/15 Pal0/17 Bal0/19 

Gulf 10/23 

N010/20 Hol0/25 


Mormac 
PAB 
Lioyd 
Mormac 


IFC 
Lloyd 
Delta 
Hol - Int 
Brodin 
Wes- Lar 
Mormac 
Lykes 
Delta 
Stockard 
Wes- Lar 
Mormac 
Delta 
Stockard 
1FC 
Delta 
Delta 


LA11/5 SF11/8 Poll1/13 Sel1/15 Vall1/16 
LA11/1 SF11/4 Vall/8 Sel1/10 Poll/12 
NO11/8 Holl/13 


NY11/10 Pall1/13 Ball/15 Boll/17 Mi11/22 
NO11/24 Holl1/29 
12/14 Hol2/15 


Am-Pres LA10/13 SF10/28 Ball/2 Boll/5 
Am-Pres NY11/12 Boll/17 LA12/11 SF12/15 
Barb-Frn Gulf 10/30 

Prince Hall/3 Boll/6 NY11/7 Ball/10 
Barb-Frn Gulf 11/16 

Barb-Frn Gulf 11/30 

Am-Pres LA11/18 SF!2/3 Bal2/8 B 12/11 
Barb-Frn Guif 12/17 

Prince Hal/4 Bol/6 NY1/12 Bal/18 


PUERTO CABELLO 


| 9/10 Santa Paula Grace = NY9/16 
GUATEMALA NICARAGUA 9/14 Santa Monica Grace NY9/22 
| 9/17. Santa Rosa Grace NY9/23 
EL SALVADOR COSTA RICA 9/21 Santa Clara Grace Pa9/28 NY9/29 
9/24 Santa Paula Grace NY9/30 
HONDURAS COLOMBIA 9/28 Santa Sofia Grace NY10/6 
| 10/1 Santa Rosa Grace NY10/7 
| 10/5 Santa Monica Grace Pal0/12 NY12/13 
and NEW YORK-NEW ORLEANS - HOUSTON fm 2% serous Gace wvi0/a 
and other U.S. ports PUNTARENUS 
ae | 9/14 C.K. Thulin UFruit Cr? 9/29 NY10/7 
NEW YORK: VW \ | 9/18 Marna UFruit Cr? 10/4 NY10/12 
- \\ ree 9/20 La Hague Independence LA9/28 SF9/30 Val0/5 Sel0/7 Pol0/9 
Cae em Savor TY \ oo. | 9/22 Cstl Avnturer Grace Cristobal! 9/25 
NEV) ORLEANS: a) ie | 10/2 La Baule Independence LA10/10 SF10/12 Bol0/17 $e10/19 Val0/20 
‘ : | 10.5 Anchor Hitch Grace Cristobal’ 10/10 
saat liaerandinin | 10/9 Majorka UFruit Cr 9/25 NY11/2 
| 10/10 Cstl Avnturer Grace  LA10/26 SF10/29 Sel1/3 
| 10/25 Anchor Hitch Grace §LA11/10 SF11/13 Sel1/18 
| 10/25 Vesuvio Italian LA11/7 S$F11/10 Vall1/15 $el1/19 Po11/23 
| 11/2 Csti Nomad Grace Cristobal' 11/6 
COFFEE & TEA INDUSTRIES and The Flavor: Fiejd 











SAILS SHIP LINE 


RIO de JANEIRO 


9/10 Del Mar Deita N09/17 Ho9/23 

9/10 Holberg Nopal NO9/28 Hol0/1 

9/10 Alphacca Hol-Int NY9/26 Bo9/29 Pal0/1 Bal0/2 Nf10/3 

9/12 Argentina Mormac NY9/23 

9/13 Forester PAB LA10/2 SF10/4 Val0/10 Sel0/11 Pol0/14 
9/18 Bowplate 1FC NY10/2 Pal0/5 Bal0/7 Bol0/9 M110/14 

9/18 Pern Lloyd NY10/5 Ho10/12 

9/19 Bolivia Lloyd NY10/6 

9/21 Alwaki Hol-Int NY10/7 Bol0/9 Pal0/11 Bal0/13 Nf10/14 
9/21 Del Santos Deita N010/8 Hol0/13 

9/22 Boreland Brodin Bal0/7 NY10/8 Bol0/10 Pal0/13 

9/23 Evita ArgState 

9/24 Del Norte Delta N010/8 

9/24 Falkanger Independence LA10/17 SF10/20 Pol0/25 Sel10/27 Val0/28 
9/30 Uruguay Mormac NY10/12 

10/1  Vigrid Stockard 

10/3 Deli Alba Delta N010/20 Hol0/25 

10/5 Mormacgulf Mormac LA11/1 SF11/4 Vall/8 Sel1/10 Poll/12 

10/8 Del Sud Delta.» NO10/22 SERVING THE WEST COAST 
10/12 Siranger Independence LA11/5 SF11/8 Poll/13 Sel1/15 Vall/16 fo] myoliha. IW lididia.\ 
10/21 Santos Stockard 

10/22 Del Viento Delta NO11/8 Holl/13 
10/29 Del Mar Delta NO11/12 

11/7 Del Valle Delta. ~=—«NO11/24_Hol1/29 SHI Pp VIA 

11/12 Del Norte Delta NO11/26 


11/23 Del Monte Delta NO12/10 Hol2/15 m H ee 
12/3 Del Sud = Delta.-—NO12/17 Fortnightly service . . . with limited 


Passenger Accommodation. 
SAN JOSE Expert cargo handling. 


9/12 Cstl Avnturer Cristobal’ 9/25 Contact us today! 
9/17 Cstl Nomad LA9/26 SF9/29 Sel0/5 


9/27 Anchor Hitch Cristobal' 10/10 
10/18 Cst!_ Avnturer LA10/26 SF10/29 $el1/3 GULF & SOUTH AMERICAN STEAMSHIP CO., INC. 


10/24 Csti Nomad Cristobal’ 11/6 ‘i 
11/2 Anchor Hitch LA11/10 SF11/13 $e11/18 620 Gravier Street New Orleans, La. 


“IN OTHER CITIES CONTACT GRACE OR LYKES” 


SANTOS 


9/11 Mormackite Mormac NY9/27 B39/30 Pal0/2 Bal0/3 

9/11 Argentina Mormac NY9/23 

9/12 Forester PAB —_LA10/2 SF10/4 Val0/10 Sel0/11 Pol0/14 

9/17 Peru Lioyd N010/5 Hol0/12 

9/17 Bowplate IFC NY10/2 Pal0/5 B:10/7 Bol0/9 MI10/14 ORTEGA AND EMIGH, INC. 

9/18 Bolivia Lloyd — NY10/6 

9/19 Mormacwren  Mormac Jx10/5 Nf10/8 Bal0/9 Pal0/10 NY10/12 Coffee Importers 
Bol0/14 MI10/18 

9/19 Del Santos Delta. + NO10/8 Ho-0/13 

9/20 Alwaki Hol-Int NY10/7 8910/9 Pal0/11 Bal0/13 Nf10/14 


9/21 Boreland Brodin  Bal0/7 NY10/8 Bol0/10 Pal0/13 Quality Coffees From 


9/23 Del Norte Delta N010/8 
9/23 Falkanger Wes-Lar LA10/17 SF10/20 Pol0/25 Sel0/27 Val0/28 - 
9/28 Uruguay Mormac NYI]0/12 COLOMBIA-SANTOS 


9/29 Mormachawk Mormac NY10/13 Bol0/15 Pal0/17 Bal0/19 GUATEMALA-EL SALVADOR-COSTA RICA 
9/30 Vigrid Stockard 
10/1 Del Alba Delta NO10/10 Ho 10/25 MEXICO-NICARAGUA 
10/5 Mormacgulf Mormac LA11/1 SF11/4 Vall/8 Sel1/10 Poll/12 
10/7 Del Sud Delta N010/22 


10/11 Siranger Wes-Lar LA11/5 SF11/8 Poll/13 Sell/15 Val1/16 < 
10/20 Del Viento Delta. NO11/8 Holl/13 461 Market St. San Francisco 
10/20 Santos Stockard 

10/22 Idefjord IFC NY11/10 Pall1/13 Ball1/15 Boll/17 M111/22 
10/28 Del Mar Delta NO11/12 

11/5 Del Valle Delta NO11/24 Holl/29 

11/11 Del Norte Delta NO11/26 


wen w we Do You Like Coffee ? 


TAMPICO You will like this unique collection of giant coffee 
9/24 Danahol M110/6 i 

pone onan aaa cups and saucers. 55 of these rare foreign and 
11/7 Danahoim mi11/22 domestic pieces are now offered for the first time. 
Ideal for business display or collector's cabinet. For 
VERA CRUZ appointment, please write to 


9/19 Danaholm M110/6 
a — Mrs. A. G. O'Higgins 


11/4 Danaholm M111/22 9 
“The Collector For Collectors 


222 West 23rd St. New York I1, N. Y. 




















VICTORIA 
9/20 Peru Lloyd — NO10/5 Hol0/12 
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BYRNE, DELAY & C0. 


104 FRONT ST., NEW YORK 5, N. Y. 


Cottee | 


Agents for Reliable Shippers 


in Producing Countries 


Specializing in: 
BRAZILS 
COLOMBIANS 
VENEZUELANS 














mi-Liner COFFEE BAGS 


RIGHT| 


Peeod cscs 


GUARDS FLAVOR AND AROMA 












© WY-GLAZE GROWN KRAFT 
COFFEE @AGs 

+ femeliner COFFEE BAGS 

+ WHITE SUPER KRAFT 
COFFEE BAGS 

+ Thewmafok WEAT SEAL 
COFFEE GAGs 

© STOCK DESIGN COFFEE BAGS 

© COFFEE SHIPPING CON- 
TAINERS (SINGLE & DUPLEX) 





repelling glassine 
eveloped to give 
. . guarding 


The laminated moisture- 
lining was especially d 
super-protection to coffee . rm 
its flavor and aroma to on 

sumer satisfaction. 







greater co 





anil 
Let us send samples and 
, guole on your reguirements 


COFFEE BAG CO.m 


220 KOSCIUSKO ST. BROOKLYN 16, N.Y. - NEvins 8-8100 
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SAILS SHIP 


9/23 Del Santos 
10/5 Del Alba 
10/24 Del Viento 
11/9 Dsl Valle 
11/25 Dl Mp» te 


CALCUTTA 


9/14 
9/23 
9/23 
10/4 


Exminster 


City Stafford 
Exford 

10/7 City Coventry 
10/8 Rempang 
10/17 Examiner 
11/8  Silverspray 


COCHIN 


9/12 Exchange 
9/19 Eastern 
9/21 Exminster 
9/22 Grant 
10/10 Javanese 
10/11 Exferd 
10/24 Examiner 
12/11 Cingalese 


COLOMBO 


9/10 
9/16 
9/18 
9/19 
9/19 
9/21 
10/4 
10/4 
10/7 


Samarinda 
Eastern 
Exminster 
Leoville 
Grant 
Salatiga 
Bonreville 
Monroe 
Javanese 
10/8 Exford 
10/9 Lexa 
10/10 Billiton 
10/10 Lombok 
10/19 Pleasantville 
10/21 Examiner 
10/21 Sarangan 
11/4 Mandeville 
11/8 Leise 
12/7 Cingalese 


DJAKARTA 


9/12 Bonneville 
9/12 Javanese 
9/19 Lexa 

9/28 Pleasantville 
10/12 Mandeville 
10/13 A vessel 
10/18 Leise 

11/8 Cingalese 


DJIBOUTI 


9/10 Excelsior 
9/18 Exchange 
9/27 Exminster 
10/17 Exford 

10/30 Examiner 


HONG KONG 


Jefferson 
Mail 
Madion 
Monroe 
Anna 
Buchanan 
Tyler 
Pierce 
10/3 Peter 
10/7 Harrison 
10/18 Jeppesen 


9/10 
9/12 
9/13 
9/13 
9/18 
9/25 
9/27 
9/27 


CORFEE & WEA 


City Capetown 


LINE DUE 
Delta N010/8 Hol0/13 
Delta N010/20 Hol0/25 
Delta NO11/8 Holl/13 
Delta NO11/24 Holl/29 
Deita N012/17 

TEA BERTHS 


Am-Exp Bo0l0/16 NY10/18 

Ell-Buck Bol0/25 NY10/27 Pal0/30 Nfl0 31 Ball /3 
Ell-Buck St Joll/4 M111/8 

Am-Exp Boll/5 NY11/7 

Ell-Buck Bol1/9 NY11/10 Pall/13 Nfll/15 Ball/17 
JavPac SF11/7 LA11/12 Poll/24 Sel2/4 Val2/7 
Am-Exp Boll1/18 NY11/20 

JavPac SF12/8 LA12/12 Pol2/24 Sel/3 Val/7 


Am-Exp B210/7 NY10/9 

Prince Hal0/13 Bol0/16 NY10 17 Bal0/22 
Am-Exp Bol0/16 NY10/18 

Am-rres NY10/28 Boll/2 Lall/27 SF12/1 
Prince Hall/3 Boll/6 NY11/7 Ball/10 
Am-Exp 6011/5 NY11/7 

Am-Exp 8911/18 NY11/70 


Prince Hal/4 Bol/6 NY1/12 Bal/18 
JavPac LA10/31 SF11/4 PI11/10 Val1/13 Sell 21 
Prince Hal0/13 Bol0/16 NY10/17 Bal0/22 


Am-Exp Bol0/16 NY10/18 

Barb-Frn Gulf 10/30 

Am-Pres NY10/8 Boll/2 LA11/27 $712/1 

JavPac  LA11/4 SF11/8 Foll/16 Sel1/19 Vall/21 
Barb-Frn Gulf 11/16 

Am-Pres NY11/12 Boll/17 Lal2/11 SF12/15 
Prince Hall/3 Boll/6 NY11/7 Ball/10 
Am-Exp Boll/15 NY11/7 


Maersk NY11/11 
JavPac LA12/22 SF12/26 Pol/1 Sel/5 Val/7 
JavPac LA12/1 SF12/5 Pol2/11 Val2/13 Sel2/21 


Barb-Frn Gulf 11/30 

Am-Exp B911/18 NY11/20 

dJavPac LA12/3 SF12/8 Poi2/15 Sel2/18 Val2/20 
Berb-Frn Gulf 12/17 

Maersk NY12/13 

Prince Hal/4 Bol/6 NY1/12 Bal /18 


Barb-Frn Gulf 11/16 

Prince Hall/3 Bo11/6 NY11/7 Ball/10 
Maersk NY11/11 

Barb-Frn Gulf 11/30 

Barb-Frn Gulf 12/17 

Am-Pres LA11/18 NY12/3 Bal2/8 Bol2/11 
Maersk NY12/13 

Prince Hal/4 Bol/6 NY1/12 Bal/18 


Bo9/29 NY10/1 
Bol0/7 NY10 9 
Bol0/16 NY10/18 
Boll/5 NY11/7 
Boll1/18 NY11/20 


Am-Exp 
Am-Exp 
Am- Exp 
Am-Exp 
Am-Exp 


SF10/6 LA10 ‘11 

NY10/19 Bo Pa Ba 
SF9/22 LA9/26 

NY11/11 Boll/16 
SF10/11 LA10/14 NY10/29 
NY11/25 Boll1/30 
LA10/13 NY10/28 Ball/2 Boll/5 
SF10/23 LA10/27 
SF10/26 LA10/29 NY11/13 
NY12/7 Bol2/12 

SF11/11 LA11/14 NY11/29 


Am- Pres 
Pioneer 
Am- Pres 
Am- Pres 
Maersk 
Am- Pres 
Am- Pres 
Am- Pres 
Maersk 
Am- Pres 
Maersk 
INDUSTRIES and The Field 


Flavor 























SAILS SHIP LINE DUE 
11/2 A vessel Am-Pres LA11/18 NY12/3 Bal2/8 Bol2/11 
11/3 Olga Maersk SF11/26 LA11/29 NY12/15 
KOBE Kegardless of the reason 
9/10 Nicoline Maersk SF9/26 LA9/29 NY10/13 
9/16 Mail Pioneer NY10/19 Bo Pa Ba 
9/18 Jefferson Am-Pres SF10/6 LA10/11 
9/22 Pierce Am-Pres SF10/23 LA10/27 
9°25 Anra Maersk SF10/11 LA10/14 NY10/29 | 
9/26 Yamasato Yamashita SF10/12 LA10/14 Cr10/24 NY10/29 
10/10 Peter Maersk SF10/26 LA10/29 NY11/13 
10/12 Yamafuku Yamashita SF10/30 LA11/1 Crl1/11 NY11/16 
10/24 Jeppesen Maersk SF1l1/1 LAl1/14 NY11/29 
11/9 Olga Maersk $F11/26 LA11/29 NY12/15 
11/15 Yamateru Yamashita S$F12/2 LA12/4 Cr12/14 NY12/19 | DEMAND ATTENTION 
SHIMIZU | 
9/12  Nicoline Maersk SF9/26 LA9/29 NY10/13 
918 Mail Pioneer NY10/19 Bo Pa Ba 
9/21 Jefferson Am-Pres SF10/6 LA10/11 
9/27 Anna Maersk SF10/11 LA10/14 NY10/29 | MORE of your regular coffee customers 
9/28 Yamasato Yamashita SF10/12 LA10/14 Cr 10/24 NY10/29 | ° 
10/12 Peter Maersk SF10/26 LA10/29 NY11/13 | are turning to Solubles 
10/15 Yamafuku Yamashita SF10/30 LA11/1 Crl1/11 NY11/16 | 
10/26 Jeppesen Maersk SF11/11 LAl1/14 NY11/29 | . ° 
11/11 Olga Maersk  SF11/26 LA11/29 NY12/15 | HOLD them to your brand with high-grade 
11/20 Yamateru Yamashita SF12/2 LA12/4 Crl2/14 NY12/19 | powder made and packed for you by 
| 
TANGA 
9/21 Leslie Lykes Gulf 10/23 
9 30 Afr Star Farrell NY11/2 | : 
9/30 Silindoeng R-Interocean 1A11/17 £F11/25 Sel1/30 Val3-1 Pol2/17 
10/22 Louise Lykes Guit 11/24 
10/31 Karsik R-Interocean LALZ/1/ SF12/25 Sel2/30 Val/1 Pol/17 Coffee Processors 
601 West 26th St., New York I, N. Y. 
TORRNAMS Phone: Algonquin 5-3914 
9/15 Nicoline Maersk SF9/26 LAY/29 NY10/13 
9/17 Buchanar Am-Pres NY11/25 Boll/30 ™ ' cee 
9/19 Mail Pioneer NY10/19 Bo Pa Ba 
9/20 Pierce Am-Pres $SF10/23 LA10/27 
9/22 Jefferson Am-Pres SF1U/8 LALO/11 
9/29 Harrisor Am-Pres NY12/7 Bol2/12 
9/30 Anna Maersk SF10/11 LA10O/14 NY10/29 
9/30 Yamasato Yamashita SF10/12 LA10/14 Crl0/24 NY10/29 
10 15 Peter Maersk SF10/26 LA10/29 NY11/13 
10/17 Yamafubu Yamashita SF10/30 LAl1/1 Crl1/11 NY11/16 
10/31 Jeppesen Maersk SF11/11 LA11/14 NY11/29 
11/15 Olga Maersk SF11/26 LA11/29 NY12/15 
11/20 Yamateru Yamashita SF12/2 LA12/4 Crl12/14 NY12/19 
1 Accepts freight for New York, with transshipment at Cristobal, C. Z. 





* Accepts freight for Atlantic and Gulf ports with transshipment at Cristobal. C. Z. | 


Small Business Administration solicits 
offers on green coffee for Armed Forces 


Offers of green coffee for the Armed Forces are being 
solicated by the Small Business Administration, a govern- 
ment agency which succeeded the Small Defense Plants Ad- 
ministration. 

Proposals were asked on 950,000 pounds of green coffee, 
Type I Federal Specifications. 

Not only was the bid restricted to small business—defined 
as companies with less than 500 employees—but it was to be | 
negotiated after receipt of the proposals. 

Delivery to be made between November Ist and 10th 
at Brooklyn, N. Y. 





Delta, Lykes open St. Louis office 


Joint offices have been opened in St. Louis, Mo., by the THE ENTERPRISE ALUMINUM CO. 
Delta Line and the Lykes Lines. Massillon, Ohio 
Heading up the new offices, located at 721 Olive Street, is ee 


No-man J. Raithel. , 
SEPTEMBER, 1953 





























Coffee Movement In The U. S. Market 
(Figures in 1.000 bags) 
Tota! Deliveries—from: Visible Supply—ist of Month 
Entries Brazil Others Total Brazil Others Total 
1952 
MARY Logs cso seven etweneas sors ecueen 1,074 617 588 1,205 749 442 1,191 
SMUD. sc iced s case ausonncev een oaks ccaees 1,179 616 605 1,221 808 405 1,213 
BER ee ied ods tiews Sa miata alee erties 6 is ees 1,300 756 756 1,512 754 406 1,160 
MMMEEE Oa. 35. ch Geshe aes Sue ores vabaee 1,130 645 458 1,103 659 352 1,011 
Se aR, Ds ORS SOD Lf emi 1,772 974 514 1,488 1,021 366 1,387 
en Rae Oe Re ee nee 1,724 1,182 819 2,001 1,036 436 1,572 
POMIUN Sik cca ckwsaeccosen cosh eos a ee 1,235 760 557 1,317 773 296 1,069 
PRO ic caha tions rakes sek ink oe TR 955 894 1,849 822 216 1,038 
1953 
OE LTE ON TES OR TTS 1,764 804 942 1,746 730 321 1,051 
IRF oie kanioR cnn ae Aes eae 1,733 721 948 1,669 756 441 1,197 
PERT? nto cil whos caheeseateuw ad Oensee 1,666 734 1,022 1,756 832 438 1,270 
AONE | 55 Faink Shaan bawens Her esaGhwote ch 2,039 753 1,351 2,104 835 375 1,210 
PEN Fiala wine Ride Chios aa een eee ee 1,080 539 663 1,202 644 403 1047 
BRUM? cients caine aaa 6 dare aca aes geal 1,475 576 744 1,320 475 374 849 
MEE Wy cJackunateeen > sousseeneerte saree 1,561 734 949 1,683 624 470 1,094 
MONE. ido a dx e cle sticl weaned es koe aes 1,079 408 630 1,038 712 38 750 
ligures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Prelimimary) 








The coffee outlook 


Through all the new factors which entered the coffee 
market last month, the effect of the frosts was still the 
underlying element shaping the main direction of the trend. 

Partially the result of this element was to maintain 
an uncertainty in the approach to buying. 

On the one hand there was a desire to await the fall 
flowerings to see the full etxent of the frost damage. 

On the other hand there was a belief that the damage 
may have been heavy enough to withstand the favorable 
effect of later rains, and that supplies might become tighter. 

In some quarters the belief was growing that the market 
is moving toward some degree of stablization around present 
levels. Erratic swings are still possible, these opinions 
state, but the general tendency ts toward an overall leveling 


off. 





There seems to be a resistance to any tendency of prices 
to move beyond the still fresh historical highs, a resistance 
based on deepgoing market factors here. 

On the other hand, the producing countries seem to have 
been able to figure correctly an ability of prices to maintain 
their current levels. 

Toward the end of August, roasters moved into the market 
more vigorously. In part this was in anticipation of the 
effect of a threatened maritime strike; in part it was the 
customary pre-fall pick-up. 

One sidelight of the frosts in Brazil was the reaction 
of Joe Weingarten, the Houston, Texas, grocer who created 
a stir with his charge in newspaper advertisements that the 
post-decontrol rise in green coffee prices was the result 
of a conspiracy by growers. 

How does Mr. Weingarten feel about the rise in prices 

(Continued on page 81) 











GABRIEL DE PAULA S/A 


f 
Comissaria e Exportadora 


Coffee Exporters 








SANTOS - RIO DE JANEIRO - PARANAGUA 
BRAZIL 

| 2 

N ° 
| < prerl — a trademark of quality 

a 
| FAIRCHILD & BOLTE NEW YORK 
| WELDON H. EMIGH CO., INC. | SAN FRANCISCO 
| FELIX J. VACCARO NEW ORLEANS 
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Part 2 — Conclusion 


This article, written for the Malabar Produce Merchants’ 
Association, discusses pepper from a viewpoint usually pre- 
sented only indirectly in this country. The author is a pep- 
per planter. He is located in Wynad, India. 

Mention must be made of the varieties of pepper in 
Wynad and elsewhere. Although there are several types, 
only two of them can be classified as satisfactory yielders, 
Kalluvally and Balankotta. They are two distinct types, 
easy to differentiate. In the former the seeds are smaller 
and spikes shorter than the latter. Of the two, Kalluvally 
takes the first place, with its uniformity in bearing and 
weight of seeds. It is considered superior to the other 
qualitatively too. 

About two or three years before the vine plantings, 
standards (prop trees) have to be planted in order that 
they may be ready to receive the young vines when they 
begin to climb. Usually care is taken at the time of clearing 
the jungle for estate not to fell such trees as can be retained 
as standards at fixed distances and rows. Fresh standard 
trees are planted to fill the gaps. Distances between the 
standards may vary according to the nature of the soil, type 
of intermingling crops, if any, and such other factors. All 
the same, a distance of 8 to 10 feet in between standards may 
be taken on an average. Therefore it comes to approximately 
550 to 600 standards per acre. 

Planting of vine cuttings is accomplished during the month 
of July, when there are continuous heavy showers. Cuttings 
are planted in pits kept ready in advance. When drought 
sets in, it is essential to apply some artificial shade (of tree 
leaves) to protect the young vines and their earth stool 
from the effects of heat. With optimum conditions available, 
the vines get themselves established, put forth shoots and 
begin creeping on the standards. Until they put out their 
parasitic roots, which perch into the bark of the. standard, 
temporary tying of the vines to the standard is essential. 

Application of shade when required, sickle weeding, 
mulching, molding of earth, filling of gaps arising out of 
failure of planted cuttings, etc., form the interculture. Ap- 
plication of leaf mold and other artificial manures will pro- 
mote healthy growth of the vines. 

In order to obtain high yields and maintain soil fertility, 
systematic manuring should be undertaken. Organic manures 
like composts, leaf mold, cow dung, oil cakes, etc., and in- 
organic manures like ammonium sulphate, super phosphate, 
etc., can be applied, taking into account the special needs of 
the soil age of the vines, availability of material and other 
economic factors. 
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After planting, it takes four to five years for bearing to 
begin. From the tenth year up to about the 30th, vines are 
found to yield satisfactorily. Yield per acre can roughly be 
put at three to five hundred weights. Instances of yields 
higher than this are on record, but in a crop like pepper, 
which is manifestly an “alternate-year-yielder,” it is very 
difficult to assess accurate rate of yield per annum. 

It is a well known fact that bearing is not uniform, not 
even bordering uniformity in the case of this crop. Only 
in alternate years is it found to bear satisfactorily. Climatic 
conditions play a vital part in blossoming and bearing, and 
unless these conditions are favorable, yield will never be sat- 
isfactory. 

Not much damage was caused to pepper from pests and 
fungus diseases in the earlier days, but later the ‘‘pollu’ 
disease was found to be responsible for some loss. Ob- 
servation and research carried on to find out the why and 
wherefor of this revealed that ‘pollu’ was caused by a type 
of insect pest, as well as by a special fungus also. Spraying 
the affected vines with a mixture of one of the contact 
poisons for the former and bordeaux mixture for the latter 


Chili peppers get close scrutiny of Gentry sales representatives from 
throughout the nation at Oxnard, Calif., during week-long company 
sales confab. Tour included inspection of Gentry's onion and garlic 
facilities at Gilroy, Calif., and meetings at the company's general 
offices in Los Angeles. Left to right: Jack Stubblefield, Dr. Eric 
Todd and H. E. Philbrook, Oxnard; Max Shapiro, New York; Lloyd 
Bellisime, vice president, Los Angeles; Carl Sherrod (kneeling) Cin- 
cinnati, and Everette Varner, Kansas City. Extreme rear: Dr. Arthur 
N. Prater, George E. Clausen, Jr. and Dr. J. B. Moster, Los Angeles, 
and T. E. Cuccio, Oxnard. The three men partly obscured are Tom 
McGill, Chicago; Oscar Schek, New York, and Nat Read, Dallas. 
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were advocated by the Agricultural Department. But no 
spraying on an organized scale is ever known to have been 
undertaken, as the effect of attack is not on such a scale as 
to warrant the measures prescribed. 

Another serious menace to pepper vines generally ob- 
served is the root disease (root rot). Researches have shown 
that this is caused by a sort of virus. Outward manifesta- 
tions of the malady are visable only when the attack reaches 
an advanced state and treatments then are not found to be 
very effective. The earliest symptom of the disease is the 
gradual change of color of the leaves from green to reddish, 
and in a few days total shedding of these and withering of 
vine branches take place. The process of attack continues 
until the main vine is fully dried up. The roots of the vine, 
which is the first portion to be affected, will now be fully 
decayed. 

One peculiarity with this disease is that it gets hold of a 
single vine, leaving a number of others around unaffected 
for some time. 

Deficiency of lime is said to be one of the causes aiding 
this disease, and therefore in a scheme of soil treatment, 
systematic liming should form an essential part—of course 
taking all the relevant factors into account. 

After all is said, the fact remains that we have yet to get 
down to brass tacks and organize this industry on a firmer 
footing. 

How can we achieve this? Well, there ought to be 100 
per cent cooperation by every section of the industry and 
the government. Our aim should be to achieve an increase 
in production by intensive and extensive cultivation, security 





Produces Pepper 
and Allspice without ” 


SCHUTZ-O’NEILL ROLLER MILL 


Primarily a granulator, the new Schutz-O’Neill Ball 
Bearing Roller Mill cuts down the amount of powdery 
residue in the ground product. Double grinding action 
with two pairs of rolls develops capacity of 400 to 500 
Ibs. of pepper per hour. An elevator delivers it to 
the gyrator sifter. Jf you will advise us of your re- 
quirements, our engineers will recommend a_ suitable 
mull plan tailored for your plant. Write for literature. 
Also makers of 
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of a decent price, a vigorous trade policy and fair play in 
the markets, inland as well as abroad. 

We do not want to exploit anybody. We aim at the total 
well-being of every section of the industry. 

To achieve this end, let us apply our minds to bring 
pressure on the government to: 

(a) Set up machinery on the model of the Indian Coffee 

Board to insure security of price and market. 

(b) Take more effective steps to popularize improved 
cultural methods. 

(c) Give wider publicity to the Pepper Experimental 
Farm recently opened at Mattannur, and publish 
periodic bulletins containing practical suggestions 
in the light of their experiments. 

(d) Facilitate the planters in getting their requirements 
easily and in time. 

The producers and dealers in pepper have certain facts 
set before them, particularly at the present juncture. The 
secret of success in trade is wrapped up in the quality of the 
commodity offered. 

Goods of approved quality has its market all over the 
world. Those who indulge in any malpractice are doing 
a distinct dis-service to the nation as a whole. 

Let us, therefore, put our shoulders together and do 
everything we can to raise this industry to the high position 
which it eminently deserves. 

Dr. Sastroamidjojo now premier of Indonesia 

Dr. Alj Sastroamidjojo, who became known personally 
to members of the spice industry when he attended the last 
convention of the American Spice Trade Association as am- 
bassador of Indonesia, is now premier of that country. 

Dr. Sastroamidjojo believes that U.S. consumpticn of 
Indonesian products—including spices and tea—can and 
should be increased. 


Develops Osmometer to measure odors 

Odor Instruments, Inc., New York City, has announced 
the Osmometer, an instrument to evaluate the intensities of 
odors. The Osmometer, based on the Barail principle of odor 
measurements, has been tested by leading scientists and lab- 
oratory technicians and has been found to be a sasisfactory 
and important instrument for measuring the intensities of 
odors, the company reports. 
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training students 
to solve 
flavor problems 





By DR. ERNEST E. LOCKHART, 
Department of Food Technology 
Massachusetts Institute of Technology 


These remarks on a subject vital to flavor makers is 
from a report to the recent convention of the Flavoring 
Extract: Manufacturer's Association. 


Your sales depend not only on the quality of your flavoring 
materials as you produce them, but also on their final 
effect on the consumer after they have passed through a wide 
variety of manufacturing procedures. 

Although your first sale to a food manufacturer 1s an 
important victory in the battle between producer and cus- 
tomer, the battle is not completely won until the manufac- 
truer can prepare a satisfactory product wih your flavors. The 
greater the knowledge and experience with food manufacture 
each of you has, the better you will be able to assist your 
prospective customers in the proper use of flavors until he 
hits upon a formulation and gives it the kind of processing 
that brings out the fine qualities you know your products 
to have. The best way for you to overcome obstacles of 
such a nature is to have among your personnel men who 
know food manufacture and the effects of food processing 
in its many forms on flavor quality. 

Food technologists, such as we develop in the Department 
of Food Technology at the Massachusetts Institute of Tech- 
nology, have a training that fits these dithcult requirements as 
closely as is possible within the limits imposed by sound 
educational philosophy. We have established a guiding 
principle that we will not educate our students specifically 
for any particular division of the food field. We attempt 
to train students with such a broad and thorough background 
that they will, after a normal period of indoctrination, be- 
come valuable assets to any employer associated in any way 
way with food production. 

I believe our men with only four years of training are 
eminently qualified to take positions in the flavor field. 
With very little additional training they should be able to 
recognize, purchase, inspect and test the raw materials 
with which they would have to deal. They have knowledge 
of temperature and humidity requirements and control of 
plant materials and should be able to work with problems 
involving control and preservation. Solutions to problems 
related to preservation from insect and microbiological in- 
festation would not be beyond the reach of these men. They 
could be used with profit in production operations. They 
understand the basic principles of grinding, maceration, 
adsorption, extraction, filtration, distillation and centrifuga- 
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tion. They can work with problems of material and energy 
balance. Methods of power production and utilization are 
familiar to them. They would be extremely useful in pro- 
duct control laboratories because they understand basic ana- 
lytical procedures. They have had some training in special 
instrumentation, such as refractometry, colorimetry, spectro- 
photometry, pH measurement, analytical extraction and dis- 
tillation. 


Although men who can fit into your industry in the many 
ways I have enumerated would, as such, be valuable to you, I 
should like to bring to your attention what, in my opinion, is 
their greatest asset so far as you are concerned. This is 
their basic knowlege of food manufacture and food products. 
Your final product is normally just one of many ingredients 
which unite compatibly and yield a food product having 
satisfactory consumer acceptance. The food manufacturer 
tests a number of similar flavors in his product and selects 
the one that gives the best result. Each one of you hopes 
that yours is the one selected. If yours was not selected, do 
you know why? Do you have men in your organizaions 
whose jobs it is to find out how specific products are being 
produced and how your flavors may be employed to best 
advantage? Are your salesmen supplied with information 
that increases the probability that your flavor will be selected? 
I believe that our food technologists with their specialized 
but broad training can be developed by the flavor industry to 
build a stronger and more servicable bond between your 
industry and the food manufacturers. 

It is perhaps needless to say that a four year man is not 
as valuable as one who has five or more years of training in 
food technology. You are well aware of this from your 
experience with young men whose training is in chemstry 
or chemical engineering. Most of the men who take 
graduate work in food technology come to me for instruction 
for one year in what I call flavor evaluation and food 
acceptance. 

Flavor evaluation includes a development of the anatomy, 
histology, physiology and biochemistry of taste and odor; a 
study of chemical compounds as stimuli for taste and odor 
sensations; a study of the relationship between chemical 
structure and changes in taste and odor characteristics; and 
a discussion of the theories that have been presented in an 
attempt to explain the mechanisms underlying the action of 
these senses. Systems that have been developed for the 
classification of tastes and odors are discussed and criticized. 
Topics such of flavor masking, enhancement or depression in 
mixtures, changes in character with dilution, compatibility 
in compounding and sequential loss as related to vapor 
pressure are all integrated into the lecture material whenever 
possible. Some of the essential oils are discussd to illustrate 
methods of production, purification, preservation and use. 
Human sensitivity in relation to threshold and difference 
concentrations is analyzed and demonstrated. Much of the 
lecture material is supplemented by practical experimentation 
in the laboratory. Since taste and odor effects can be meas- 
ured only by sensory activation, subjective or organoleptic 
techniques are examined thoroughly. At this time also the 
elements of statistical analysis and mathematical probability 
are introduced as tools for the objective evaluation of the 
subjective information derived from this kind of experimen- 
tation. 


Procedures for the testing, selection and training of 
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human subjects to serve on taste and odor analysis panels 
are studied. Other factors related to adequate control of 
subjective-analysis are brought to light and discussed. The 
actual laboratory work that accompanies lectures and dis- 
cussion is purposely limited to pure taste and odor materials ; 
foods, manufactured or processed, are mentioned only in- 
cidently at this time. The main purpose of this treatment 
is to provide a complete background of all fundamental 
and some specific aspects of flavor and its evaluation. 

Food acceptance deals with the subjective qualities of food 
products from the viewpo‘nt of the manufacturer. For our 
purposes, he concerns himself with three factors: first, the 
quality of the materials he uses; second, the changes in 
quality that may occur during production, distribution and 
storage of the final product; and third, the reaction of the 
consumer. The student, therefore, investigates in detail 
the techniques of sensory objective testing or organoleptic 
analysis. Much of the time is spent working with small 
panel or analytical testing procedures. 

Problems based on binomial probabilities, confidence 
limits, difference between means, conversion of ranks to 
scores, correlation coefficients and their significance and 
analysis of variance, all are important aspects of the mathe- 
matical tools that are now available to the food manufacturer 
to aid him in his search for better materials, improvements in 
processing, information about stability in storage, during 
distribution and finally about consumer reaction. 

These studies in flavor evaluation and food acceptance 
represent, of course, only a portion of the programs that 
students follow during their graduate years. Learning in 
science and engineering, particularly as it relates to foods 
and food manufacture, continue at advanced levels. These 
of increasing complexity, as compared with undergraduate 
research, are again an important feature of graduate pro- 
grams. Most of these research problems require at some 
stage in their development subjective analysis of quality 
characteristics including flavor. A food technologist can 
never avoid the quest: What is happening to the flavor 
quality of my product? Graduate study prepares him very 
adequately to answer this question and govern his action 
accordingly. 

I have attempted to tell you how training in food tech- 
nology provides students with a background of broad scope 
and how this background may be of great value specifically to 
the flavor industry. I should like to repeat that this value 
will be realized most rapidly by assigning these mento work 


on problems that will result in a better understanding be- 
tween the flavor industry as a producer and the food manu- 
facturing industry as the most important customer for your 


products. 


Flavorettes 





SBA invites offers of black pepper 


Offers of 48,000 pounds of ground black pepper are 
being invited by the Small Business Administration, successor 
to the Small Defense Plants Administration. 

The invitations are restricted to small business, defined 
as companies with less than 500 employees. 

The pepper, to be delivered at East and West Coast 
destinations between January 1st and 15th, 1954, is to be 
packed half in 16 ounce containers for domestic use and 
half in 16 ounce cans for overseas use. 


Alcohol drawbacks can be on monthly basis 


Flavor manufacturers can choose to file monthly drawback 
claims after the end of the current quarter on September 
30th, 1953. 

The manufacturer must, however, file a written request 
and post a bond or other security as called for in the newly 
enacted Curtis Bill. 


Flavor man back from European trip 


Hans Kessler, sales manager of Givaudan Flavors, Inc., 
New York City, has returned from a four-week visit to 
Switzerland. 

During his stay in Europe, Mr. Kessler visited the factory 
of L. Givaudan & Cie., S. A. and discussed problems perti- 
nent to the flavor industries both in the United States and 
abroad. 


New essential oil catalog issued 

Off the press is the latest catalog and price list of essential 
oils, aromatic chemicals and certified colors published by 
Dodge & Olcott, Inc., New York City. 

Containing 20 pages of price listings, descriptions and 
related information, the new catalog includes concentrated 
citrus oils, terpeneless oils, absolutes and concretes, oleo- 
resins, resinexes, balsams, ionones,and vanilla aromatic chem- 


icals. 
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brand promotion 
(Continued from page 15) 





tising, in that it paid off with an excellent increase in 
demand all over the city—as well as other parts of the 
territory—for Lord Howe Coffee. 

The question naturally arises, how can quality coffee 
be sold at a low price? At the time of its organization 
in March, 1950, certain members of the company had an 
accumulation of 20 years’ experience in the coffee busi- 
They not only sold, but planted coffee. By doing 
their own roasting, blending, marketing and much of their 
own importing, the new company was said to be in a 
position to offer coffee to the public at a considerable 
saving. 

Samples of the coffees were packaged and offered by 
house-to-house canvassers to the housewife. Many 
thousand half-pound gift packages were sampled by the 
potential customers and the reactions carefully checked. 
It was this survey which indicated the blend which Lord 
Howe uses today. 

Canvassing still plays an important part in the sale of 
Lord Howe coffee. When the blend is not moving well 
in a certain neighborhood, women are sent into that 
neighborhood and free samples are given to housewives. 
The name of the housewife is given to the local grocer 
for his information and he follows through on selling 
the customer. 

Mr. Fagot insists he has the finest cooperative organi- 
zation of personnel available and that it is this group 
which makes the success of Lord Howe, as much as the 
quality and price of the coffee. The company offers its 
employees the privilege of purchasing shares in the com- 
pany, and practically all of them are taking advantage of 
the offer. 

The firm started in a shed which housed their roasting 
and packing equipment. They have now moved to a 
modern plant with efficient business offices, and their ac- 
tive market extends to a 100-mile radius of New Orleans. 

The year following its organization, the company stock 
was sold to certain coffee growers in tropical America 
who now enjoy an interest in the company. The present 
officers are Eduardo Echeverria, president; Fred C. Fagot, 
vice president; Mrs. C. G. Howe, Jr., vice president; 
Philip A. Martinez, treasurer and Ernest Warren, secre- 
tary. 

But personnel, quality and favorable prices are still 
ineffective if promotion is not used, and the Lord Howe 
Co. never overlooks this invaluable ally. They believe 
proper handling of a good product leaves the company, 
as well as the public, with—as their slogan goes—''No 
Grounds for Complaint.” 


ness. 


the coffee outlook 
(Continued from page 57) 





following the Brazil frosts? 

“Is this just another gouge?” Mr. Weingarten asks in 
newspaper advertisement. ‘This time it’s different. Now 
nature is primarily responsible and we can’t quarrel with 
nature. 

“The price of coffee has therefore resolved itself into a 
straight-out proposition, of ‘Supply and Demand, and we 
can’t quarrel with that, either. 
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“The law of supply and demand js basic, it’s sound, and 
it’s fair. It now resolves itself, like every commodity, on 
how much there is of it, and just how badly you, the con- 
sumer, wants it. Your demand sets the price. So it gets 
right back to you, Mr. and Mrs. Consumer.” 


Europe increasing 
its coffee imports 
so far this year 


The European coffee market is more and more a money 
market, declares Jacques Louis-Delamare, LeHavre coffee 
merchant. 

He explains that money, instead of being the instrument 
of payment, is considered a merchandise, bought or sold 
with premium or discount. 

“Coffee is quite accessory and could as well be replaced by 
rice, cocoa or marmalade,’ he comments. 

As for coffee imports, Mr. Louis-Delamare points out 
that apart from the United Kingdom, where home con- 
sumption has decreased for a few months, and Belgium, 
where heavy stocks have restrained importers from buying 
coffee, all the other European countries increased their 
imports during the first five months of 1953, compared 
with same period of 1952, or show at least similar figures. 

The chief increases are found in Northern Europe— 
Sweden, Norway, Finland, Denmark—and in the Nether- 
lands and Italy. France and Germany have maintained 
their imports at the same level. 


German imports 

During April, German importers were authorized to buy 
$6,000,000 worth of Central American coffees. Due to 
heavy taxes, which are almost the same for fine as for low 
qualities, the German importers preferred to buy quality 
coffees, chiefly high grown Salvador’s, Guatemala’s and 
Costa-Rica’s. 

A fortnight later, another credit of $8,000,000 dollars 
was opened for purchases of Colombian coffees. These 
purchases will enlarge the figures of German imports. 

Italy has signed a new commercial agreement with El 
Salvador. It doesn’t mean that imports of coffees from 
El Salvador will be automatically increased. Italy already 
has commercial agreements with several producing countries 
Colombia, Costa Rica, Nicaragua, Ecuador, Brazil, etc.—but 
practical terms imports of coffee are free only from the 
sterling area. 

With the other producing countries, and chiefly with 
South and Central America, the business can only be done 
with import licenses, which are granted when exports of 
Italian products have been made to these countries. To get 
import licenses, Italian coffee importers must conclude 
“marriages of convenience” with Italian exporters, who 
resell foreign currencies created by their exports. 

Of course, this is the official scheme, but export cer- 
tificates, U.S. dollars, and even import licenses have their 
special market—'‘special” meaning in this case all the re- 
sources of the Latin spirit. For instance, Brazilian coffees 
can be bought at two to three per cent under the export 
prices while Central America, coffees must bear premiums 
of two to six per cent. 
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@ @ Members of the coffee fraternity 
are mourning the passing of one of the 
veterans of the industry—Louis Seitz, 
who headed his own commission business 
in coffee. He was about 65. 

Active on the New York Coffee & 
Sugar Exchange, Mr. Seitz was admitted 
to membership on December 7th, 1911, 
and served on the board of managers in 
1932 and 1933. He also worked on sev- 
eral of the Exchange committees. 

He became a member of the New York 
Coffee & Sugar Clearing Associaticn in 
January, 1922, was elected a director ‘n 
April, 1950, and continued in that post 
until his death. 


BUULUUEAL UCU 





the merger of Davies & Sullivan, Inc., 
with his own firm. 

This consolidation brings together two 
of the oldest coffee firms in the New 
York metropolitan area. Both companies 
have a long heritage of importing, roasting 
and blending fine coffees for the hete'’, 
club and restaurant trade on the Eastern 
seaboard. 

@ 8 John Pepion has resigned as head 
of the coffee department of Volkhart 
Brothers, Inc. 

In the company realignment, Volkhart 
Brothers, Inc., moved its cotton business 
and headquarters to New Orleans. The 
Volkhart Brothers Co., New York City, 


new addition to the Wear family weighs 
eight pounds six ounces and is named 
Teresa Ann. Dick, who is a San Fran- 
cisco export to New York, is in the 
office here of the S. F. Pellas Co. 

@ 8 DeWitt Dyckman, well known in 
coffee circles here, is back on Front 
Street after 19 months as head of a big 
coffee operation in Manila, the Philip- 
pines. , 

Commonwealth Foods, Inc., was the 
company which Mr. Dyckman joined to 
set up the first modern coffee roasting 
plant on the Islands. 

He returned to the states with Mrs. 
Dyckman by way of Europe. They stop- 
ped off at leading Far Eastern and Near 
Eastern cities, spent a fortnight in Spain 
and also visited Paris, Le Havre, Mar- 
seilles and England. The final hop to 
these shores was aboard the Mauretania. 


Sixteen members of the Exchange, 
headed by President Frederick H. Silence, 


attended the funeral services at the Seitz Paul Ritter will 
newly formed import 
and William Ansardy will handle spices 
and other products. 
@ ®8 Consider this 
Dick Wear 


home in The Bronx. 

Mr. Seitz is survived by a son who is 
active in the business and is also a mem- 
ber of the Exchange. 
eeW. Wirt Wickes, president of W. 
Wirt Wickes & Son, Inc., has anneounced 


about 


has taken over the imports of green cof- 
fee, spices and other commodities. 

handle coffee in the 
department here, 


P.S. to the note 
our ne‘ghboring 
column, “San Francisco Samplings”. The 


While in the Philippines, Mr. Dyckman 
pointed out to government, commercial 
and agricultural leaders the advantages 
of enlarging coffee production there with 
the Arabica type. Potentialities for in- 
creased coffee output on the Islands is 
considerable, Mr. Dyckman indicated, 
since there is available large areas with 
proper climate, soil and aititude. 
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"Laticlave" 





REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


104° FRONT: ST. NEW YORK 

















W. J. DONOHUE & CO. 


Coffee Brokers and Agents 
Cable Address: NEW YORK 


“CAFEDON” 102 Front St. 














Reaud-Geeck Corporation 
Mexican — Santo Domingo— Ecuador 
Guatemalan—Venuezuelan 
Cuban— Africa 

Coffees 





59 PEARL STREET NEW YORK | 
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A. J. O'LOUGHLIN 














101 FRONT STREET NEW YORK 5 


W. H. LEE COMPANY 
COFFEE 


vwiteecom” ~NEW YORK 101 eronr st. 


MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE, INC. 























GEORGE P. BOTT & CO. 


COFFEE BROKERS AND AGENTS 
100 Front St., New York, Tel. BOwling Green 9-1497 | 


Agents for 


SOC. RIO PRETO DE CAFE, LTDA. 
SANTOS — PARANAGUA 








J. A. Medina Company 
New York 


Specializing in 


" MEXICAN- CENTRAL AMERICAN 
COFFEES 


Established 1880 














a 





J.E. Carret & Co. 
IMPORTERS COFFEE JOBBERS 





90 Front Street New York 5 | 





A. L. RANSOHOFF Co., INC. 
Coffee 


| NEW YORK 


Cable Address | 
“RANWILLIG” 108 Front Street 

















WALTER B. CARSWELL 


135 FRONT STREET, NEW YORK 5 


Green Coffees 


Tel. HAnover 2-1566 











-Cuares F. Stover & Co, Inc. 


Cottee 


NEW YORK 














106 FRONT STREET NEW YORK CITY 


COFFEE 
COMMISSION 
MERCHANTS 


Special Attention to Requirements 
for Direct Importations. 











George W. Lawrence & Co., Inc. | 














WESSIEL 9 IDUVAL & C O..Inc. 
1825 


Foy IMPORT 


Coffee and Cocoa 


| 

| 

| TEL: WHITEHALL 4-8182 109 FRONT STREET | 
| 

| 

| 


CABLE ADDRESS 
| HEMENWAY, NEW YORK 
67 BROAD STREET, NEW YORK 4,N-¥Y. 
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By MARK M. HALL 


8 8 With coffee prices bouncing a- 
round and hitting new highs, the green 
coffee men who hold market discus- 
sions on the corner of California and 
Front Streets offer more headaches 
than answers to the problem, They 
bring the coffee in, and if they can 


squeeze out a profit, that ends it for 


What will the consumer say 
Will it mean a drop in con- 


far off. 
to this? 
sumption ? 

There seems to be more reason that 
the market should be sustamed than 
that it should drop, but over the years 
it is the unexpected which happens, 
often contrary to majority opinion. 

Santos have been above Colombians, 
which is not following precedent, and 


@ @ The annual party of the Grace 
Lines was held at the Orinda Country 


Club. It lived up to its tradition of 
hospitality and a good time tor coffee 
men, There were prizes in golf, a 
grand dinner with entertainment and 
few speeches, but plenty of refresh- 
ment. 


The boys teed off after lunch and 
played until they got thirsty and hun- 
ery. A sprinkling of visitors was on 
hand from around the coffee world. 
eeR. A. Sutherland, from the New 
York office of Leon Israel & Bros., Inc., 
spent his vacation in San Franciscoe, 
and could often be found at the local 
Originally 


the day, at least. But they don't like which has caused a trend toward milds offices of the company here. 
high prices, for they think it is bad and a lessening of Brazilian imports. from San Francisco, he has been with 
for business in the long run. The spread between September and the company about 23 years. 
However, the roasters’ headaches are July increased through August to over @ @ Dick Wear’s wife, Nancy, gave 
becoming migraine. Always tending to four cents. The devaluation of a part birth last month to a baby girl. The 
discount bad crop news, which ts some- of the coffee cruzeiro has been absorbed local office of S.F. Pellas had apparent- 
times used to push them inw buying, in Brazil. The event to wait for now ly not received the usual details of 
they now seem really contused. Things is the flowering September and weight and name over the teletype from 
could be as bad as painted, ana that October, which will finally determine New York at the time of this writing. 
means a lot of headaches for them. the extent of the frost damage. ‘There You will recall that Dick Wear, when 
With prices on a very high level the is one thing on which all agree at the faced with the decision to go to the 
mere problem of buying is enormous. present time, that statistically the mar- New York office for his firm, and de- 
They must look out for a break in ket is in a strong position, and as long siring to take something of San Fran- 
prices, so they buy only as they need as the figures are what they are, cisco along with him, picked out attrac- 
coffee prices will be high. tive Nancy from the office force and 
If present prices continue, the roast- @8 ® Bruce Granicher, son of Oswald married her. 
ers will have to raise the present L. Granicher, was recently married to se 8 There have been significant trends 
wholesale price of 91 cents, with car- Beth Grundell, of San Louis, Abispo. in coffee arrivals from the producing 
load lots at 88 cents. Retail coffee The entire Granicher clan was there. countries to the United States. Sta- 
is selling now at the time of writing, Cedric Sheerer was best man. Bruce tistical wizard Joe Hooper compiles 
at around 41 cents, and with a rise 13 with the Bank of America, at Wal- a lot of figures to pin them down. 


in wholesale prices $1.00 coffee is not 


nut Creek. 











spe aking of 


HIGH FREQUENCY 


TURNSTILE 


across SAN FRANCISCO'S 


GOLDEN GATE 


would register a merchant ship in or ont 
every hour of the day (based on year’s average) 


THAT’S WHY IT PAYS TO SHIP "VIA SAN FRANCISCO” 


BOARD OF STATE HARBOR COMMISSIONERS 


For the Port of Son Francisco. Owned and operated by the State of California. 


ROBT. H. WYLIE, Port Manager 
Ferry Building. Son Francisco 6, Celifornia, U.S.A 


CABLE ADDRESS, All CODES 
JH. MYERS. Troffic Monoger HARBORCOM, SAN FRANCISCO 
Evropean Representative: W. HALL & CO. LTO 


fostern Representotive LAWRENCE T. WAIDELL 
Aston House, 29, Rood Lone, london, EC. 3 


35 fest Worker Drive, Chicago 1, ti! 





In words of one syllable more or less, 








E. A. JOHNSON & CO. 


COFFEE IMPORTERS AND AGENTS 


CENTRAL AMERICANS | 


COLOMBIANS « 
166 California Street 


BRAZILS e 


San Francisco 1|1, Calif. 











WELDON H. EMIGH CO., INC. | 


BRAZILS — MILDS | 
150 California St., San Francisco 11 

















| THE G. S. HALY CO. 
383 Brannan St. San Francisco, Calif. 
TEAS 
Import Agents — Brokers 

















JOSEPH G. HOOPER JR., CO. 


| 203 California St. San Francisco 


MILDS — BRAZILS 
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Vancouver 





it amounts to this: In the period 1948- 
49, Brazilian coffee arrivals in the 


was 918,970. This trend has been going 
on since 1949. 

eee. E. Hood, of Otis, McAllister, 
was in New Orleans last month to 
make additional tests on the company’s 
electronic sorting and grading plant. 
John Harth, manager of the Otis, 
McAllister office in San Pedro de Sula, 
Honduras, was a visitor in San Fran- 
cisco last month. 

@ s Miller Riddle, of Lipton,and Mrs. 
Riddle, left recently for a two week 
visit in Honolulu. Miller, just to give 
respectability to his expense account, 
said he had business there, that the 
Hawaiians actually drink hot tea and, 
of course, iced tea, and that they had 
meetings to encourage their distribu- 
tors. However, the serious business 


United States averaged 993,460 bags 
per month. In 1952-53 they averaged 
780,555. For other producing countries 


the monthly average in 1948-49 was 
585,101 bags; in 1952-53 the average 


Vancouver B. C., died recently after 
undergoing an operation at the Mayo 
Institute Rochester, N. Y. 

@ @ This is a period for vacations, and 
even coffee men take them. E. T. 
Heathcote, ,of S. F. Pellas, left on one, 
destination a secret. But in a desire to 
learn whether coffee prices had passed 
the supersonic barrier, he phoned from 
Victoria, Canada. Vic Howard was in 
Southern California, and Jack Nooney, 
of the Luscombe Coffee Co., was in 
the vicinity, visiting Bill Morton. John 
Stein “did time” at Lake Tahoe. 
Harold Gavigan spent two weeks in 
New York for his vacation. There 
was no mention of the temperature. 
He had attended the N.C.A. board of 
directors meeting in’ Chicago. Bob 
Quinlan “browned up” on the beach 
of Waikiki. There were other vacation- 
ers no doubt, but white space is limited. 
8 8 Bob Sowell is a new member of 
the advertising department at Folger’s 
of which Walter P. Smith is the head. 
Another new name in this department 
is Ben F. Howe, who handles the 


5:30 p.m., with dinner at 7 p.m. in the 
main dinning room. John Stein and 
George Moran will be in charge of the 
affair and act as_ hosts for their 
company. 
@ @ The first six months of this year 
have shown considerable increase in 
the amount of coffee coming into the 
Port of San Francisco. In anticipation 
of ceilings being removed, there was 
heavy buying by wholesalers in Febru- 
ary and great activity by the roasters 
during that period and March 

As consumer buying did not material- 
ize, roaster activity and buying dimin- 
ished until the slackening was telt by 
the green men during June and July. 

Even the shipping companies com- 
plained during July of the smail cargoes 
of coffee. However, John Stein,, of 
Pope & Talbot, states the P. P. 
Pathfinder is on the way (at writing) 
with a cargo of 50,000 bags of cofiee. 
@e@At the annual meeting of the 
board of directors of the (General 
Steamship Corp., Harry S. Scott was 
elected chairman of the board of 


of the trip was Miller’s problem of 
paying for his wife’s special clothes directors. 


publicity. 
R. V. Winquist was named to succeed 





for the vacation. The annual Pope & Talbot coffee : 

@ @ There is a line about) spring— trade dinner and theater party will be Mr. Scott as president. 

“When a young man’s fancy,” etc. But held on Sunday evening, September sec. L. Wheeler, executive vice 
with Harry Maxwell it should go, 27th. The theater presentation this president of the Pope & Talbot Lines 


returned recently after a comprenhen- 


“When summer comes, Harry's fancy year will be the popular musical 
sive tour of all the coffee producing 


turns to the Bohemian Grove, where comedy, “Pal Joey”, starring Harold 
with the elite and the talented, the Lang and Carole Bruce, at the Geary countries in Latin America. He par- 
Club holds its annual meeting.” Theatre. Cocktails will be served in ticularly visited the frost damaged areas 
@@ Fred Kelly, of Kelly Douglas, the foyer of the Bellevue Hotel from in the Brazilian coffee districts. 





but gold, silver, cotton, rice, sesame seeds, cocoa and cattle. 
This diversification has put the county on a sound basis, 
he added. And the nation has been expanding agriculturally 
and industrially at a very rapid rate. 


Uganda growers may sell coffee on free market 


Coffee estate owners in Uganda may sell coffee on the 
free market under new laws. Before they were bound to 
sell coffee to the state board. 

The Uganda government adopted major amendments to 
bills reorganizing the coffee industry after strong protests 
from public and commercial interests. 

The new laws also halve the export tax on coffee for 
non-Africans. 





Colonel Anastasio Somoza, son of the president of 


From left: 
Nicaragua; Frederic A. Coppenrath, general manager, Banco de 
America; General Anastasio Somoza, president of Nicaragua; F. 
Alfredo Pellas, president of the board of directors of the Banco de 
America, and head of Nicaragua Sugar Estates, Ltd., and F. Alf. 
Pellas & Co.; Alfredo Enriquez, assistant manager, Banco de America. 


Haiti puts new tax on coffee exports 


Banco de America opened at Managua A new temporary tax on exports of Haitian coffee is now 

Frederick A. Coppenrath, formerly assistant vice presi- 
dent of the American Trust Co. in charge of commodity 
and coffee loans is now the general manager of the Banco 
de America at Managua, Nicaragua. 

The new bank opened for business July 16th, 1953, and 
organized with Nicaraguan capital, has as its president F. 
Alfredo Pellas, nephew of the late Silvio F. Pellas founder 
of the S. F. Pellas Co., San Francisco. 

Mr. Coppenrath was with the American Trust Co. for 26 
years. A native of Tahiti, he has traveled extensively in 
Europe and Latin America. 

Nicaragua's exports, he explained, are not only coffee, 


in effect. 

The new tax is graduated, increasing as the price per 
50 kilograms of coffee exceeds $40 f.0.b. Port-au-Prince, 
and is in addition to existing taxes on coffee. 

Proceeds from the tax are to be used to finance Govern- 
ment projects considered of exceptional importance. 


Aborn aids Sister Kenny Fund 

National Coffee Association President Edward Aborn is 
head of the coffee division in the annual Sister Elizabeth 
Kenny Foundation fund-raising drive. 

This is the third year he has held the post. 
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night. A luncheon and entertainment program was ar- 
ranged for the ladies one afternoon, with a card party 
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UU DUTT 
By W. McKENNON 

@eMr and Mrs. Laz Aron ot the 
Commercial Import Co., are enjoying 
a trip abroad, visiting Ireland, England, 
Holland, Belgium and France. 

® 8 jim Reilly, Jr., of Wm. B. Reilly 
& Co., Inc., recently opened a new 
roasting plant for the company in Bal- 
timore. 

@ ® Douglas Scherer will represent the 
Douglas Public Service Corp. at the 
Southeastern Warehouseman & Movers 
Association meeting in Atlanta, Geor- 
gia, at the fall session. 

s @ Basil Naumann, of Naumann, 
Gepp & Co., accompanied by Lawrence 
Williams, of Naumann Gepp Santos, 
were visitors in New Orleans recently, 
where they made their headquarters at 
the offices of Hanemann & Cummings. 
@® @8 Almond Power, of J. A. 
& Co., is presently on vacation in Colo- 
rado accompanied by his family. Dur- 
ing his absence, Vaughn Neblock of the 
Kansas City office is in New Orleans. 
Mrs. Neblock is also here with him. 
eel. A. Latfaye, after a vacation in 
Florida with Mrs. Lafaye and other 
members of his family, has returned 
to his office at J. Aron & Co., Inc. 

8 8 William Carter, secretary-treasur- 
er of the New Orleans Board of Trade, 
Ltd. has completed his third year at 
the National Institute for Trade Or- 
ganizations Executives held im Evan- 
ston, Ill, at Northwestern University. 
8 8 lew Stratmann, ,of Leon Israel 
& Bros., Inc., has returned from a 
honeymoon trip following his marriage 
to Merlyn Herbert at Thibodeaux, La. 
® 8 Raoul Haydel has returned to C. 
F.. Bickford & Co., after a vacation trip 
with Mrs. Haydel through tine Mid- 
west, where they visited in St. Louis 
and Kansas City. 


Folger 


® 8 Otto Berger, of Daglio & Co., San 
Salvador, was in New Orleans in 
August, making his headquarters at the 
offices of Zander & Co., Inc. 

se W. B. Burkenroad, Jr., of J. Aron 
& Co., Inc., accompanied by Mrs. Bur- 
kenroad, spent a month at their sum- 
mer home in Pass Christian, Miss. 

® 8 Milton Ruth, of Leon Israel & 
Bros., Inc., has returned from a busi- 
ness trip to Chicago. 

@ @ Phil Ricks, of Adolph C. Ricks 
& Co., has ‘returned from St. Louis, 
where he spent his vacation, accompan- 
ied by his family. 

@ @ Fred W. Delamain, of J Aron & 
Co., Inc., is on a two weeks’ tour of 
duty at Fort Sam Houston, Texas. He 
is a colonel in the Reserve Officers’ 
Corps. 

8 ® George Westfeldt, Jr., is travelling 
the northern territory on business for 
Westfeldt Bros. 

@ @ Frank B. Johnston, well known 
in the trade for the past 30 years, has 
opened his coffee brokerage and import 
agent offices at 303 Natchez Building. 
88 David B. L. Moretzshon sailed 
on the S.S. Del Sud for Rio de Janeiro 
recently, ending 37 vears in the consu- 
lar service of Brazil. 

For the last four years of his career 
he was consul general of Brazil in New 
Orleans, and before his departure he 
was honored at a testimonial luncheon 
given on the Del Sud by officials of 
Delta Line and attended by members 
of the New Orleans consular corps, 
naval officials and representatives of 
the coffee industry. 

In presenting the retiring Brazilian 
consul, president Harry X. Kelly of 
Delta Line introduced him as one of 
the most popular members of the cons- 
ular service in New Orleans and a man 
“who has made a multitude ot friends 
for his country.” 


Vancouver 


By R. J. FRITH 


@ @ The H. Y. Louis Co., Ltd., whole- 
sale teas, coffees, spices, extracts and 
fine groceries, has moved into its new 
warehouse on Taylor Street, Van- 
couver. 
@ @ Wes Shannon, manager or the 
spice department, Kelly, Douglas & Co., 
Ltd., Vancouver, returned from the 
convention of the Canadian Spice As- 
sociation, held at Niagara Falls, On- 
tario, with the report that this one 
was well attended and quite successful. 
He was the only spice man from Van- 
couver, and was elected a director for 
his home province, British Columbia. 
Rene Duclos of Montreal was elected 
president of the association. 


@ @ The Hudson‘s Bay Co., has order- 
ed an entirely new coffee and tea pro- 
cessing plant to be installed in the 
firm’s new warehouse on Terminal 
Avenue, Vancouver. 

@ @ Henry Schmidt, manager of the 
coffee department of Kelly, Douglas 
& Co., Ltd., Vancouver, was in Chi- 
cago, his old home town, recently on a 
business trip. Mr. Schmidt found time 
to renew old friendships while in the 
Windy City. 

eewW. G. Jeffery, manager of the 
Tea Bureaus, Vancouver division, 
spent most of a month with the Canad- 
ian Army Reserve, at Victoria. <A 
Major, he was in command of one of 
the units undergoing training. 

@ @ Murchie’s Teas and Coffees, Van- 
couver, reports an increased trend 
towards packaged and branded teas and 
coffees, though he continues to do a 
considerable trade in bulk teas and 
coffees. He also noted a. growing 
interest in instant coffees. 

® ® Kroger Co. has 1800 stores in 19 
states and employs 35,000 regular and 
part-time workers. Last year’s sales 
topped the billion dollar mark. 











Selling Agent 


WILMER T. von GOHREN | | 
Coffee Broker 


with access to coffee stocks of the entire market. 


for reputable coffee exporters. 








W. D. ROUSSEL & CO., INC. 


GREEN COFFEE 


HARD & RAND, INC. 


Agents for 


306-307 Natchez Bldg. New Orleans 12, La. 
Green Coffee Assn. of New Orleans 

Member: The New Orleans Board of Trade, Ltd. 
International House 


Cable Addrat: 422 Gravier Street, New Orleans, Louisiana 




















Cc. H. D'ANTONIO & co. Equipment to buy? 


Coffee Equipment te sell? 
| Let the classified column of COFFEE 


BROKERS ° AGENTS 
203 Board of Trade Annex, New Orieans, La. | AND TEA INDUSTRIES help you. 
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in a while to have a meeting in the home of one of the 
men. Mr. Golden declared it is an annual practice with 
his firm to invite wives to attend. Grand Union had a 
series of such meetings lately, Mr. Preis added, and they 
plan to do so more frequently. He said the most recent 
one was the most successful meeting they had ever had 
with their men. At previous joint meetings they had not 
devoted much time to business, making the evening a 
social one. This time, Mr. Preis said, three hours of the 
four-hour meeting were purely business, and it proved 
most worthwhile. He said he received many “thank you” 
letters from the wives, of whom 90 per cent had at- 
tended, and he was delighted with the result. 

Mr. Gerbosi advised every firm to try one such meeting, 
saying Jewel has held 51 since last August. He said the 
employers should take pains to make each wife feel really 
welcome, talking to her just as they would to the men, 
and not avoiding the technical side of the business. Jewel 
generally holds five-hour meetings, with two hours de- 
voted to a good dinner and social period, the balance to 
business discussion. Corsages are given to each wife. 
Such evenings have been found to pay great rewards, Mr. 
Gerbosi emphasized. 

On the closing day of the convention the resolutions 
committee, including Don McGuire, Nate Elkins, L. H. 
Reese, Jack Peterson and Paul Eibert, presented several 
measures which were passed by the membership. The of- 
fice of treasurer was established, and two board meetings 
per year, instead of one, were provided. 

The office of secretary-manager was eliminated with that 
of treasurer substituted. An additional duty of the presi- 
dent was named as carrying out the wishes of the asso- 
ciation and instructing employees therein. Other resolu- 
tions adjusted the by-laws in minor technicalities. 

There was no neglect of the social side of the conven- 
tion, with all members and associate members joining in 
affairs each evening. Associate members were hosts at the 
reception and dance on two evenings, and the banquet, 
floor show and dancing were enjoyed by all the third 


night. A luncheon and entertainment program was ar- 
ranged for the ladies one afternoon, with a card party 
and reception on the closing afternoon. 


Federal employees drinking less coffee 


Government employees in Washington are drinking 
about 12,000 pounds less coffee a month than they did 
under the Truman administration, according to an As- 
sociated Press report. 

The estimate is based on figures from Government 
Services, Inc., which operates most of the cafeterias in 
government buildings. 

It said they are using 34,000 pounds a month under 
President Eisenhower as compared to 44,000 under Pres- 
ident Truman. In addition, there have been reductions 
at independently operated cafeterias at the Pentagon and 
elsewhere. 


Standard Brands to build new coffee plant 


Standard Brands Inc. has taken a 50-year lease on a 12- 
acre Industrial Canal tract in New Orleans for the con- 
struction of a coffee processing plant, according to a report 
in the Times-Picayune. 

There was no announcement on the cost of the plant, its 
production capacity or the number of persons to be em- 
ployed. But an authoritative source said it will be one of 
the firm’s major facilities. 

The firm has a small coffee processing plant at 500 
Natchez Street in New Orleans. It was not indicated how 
these operations will be affected by the new plant. 


Duncan Coffee declares employee bonus 


The Duncan Coffee Co., Houston, said to be the world’s 
sixth largest coffee importer and roaster, has declared a 
ten per cent bonus for all of its hourly-wage and salaried 
employees, based on their pay for the first six months of this 
year. 

The announcement was made by H. M. Duncan, president 
and founder of the company, on the eve of the firm’s recent 
35th anniversary. 

Duncan Coffee roasts and blends Maryland Club Coffee, 
as well as Admiration and Bright & Early coffees and teas. 








Chicago 


By JOE ESLER 


ws @ Hazel Atlas Glass Co. is introducing 
a set consisting of a bowl and five cups. 





BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 
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The new line has met with demand from 
the premium trade. 

#8 C. F. Emling Co. ond Morton Pro- 
ducts Co. have bought the trademark and 
brand name of Steele-Wedeles Co. In 
order to preserve the 1 year-old Savoy 
label they have formed a new corporation 
known as Savoy Foods, Inc. 

@ 8 The Chicago Coffee Club golf tourn- 
ament as usual drew many visitors from 
out of town; Andre Mouton, a New 
Orleans coffee importer, George Leighn- 
inger of Stein Hall & Co., and many 
from the transportation and coffee equip- 
ment trade. Many friends missed Ed 
Johnson as it is the first he has missed 
in several years. 

Leonard Olson, president of the club, 
Bob Otton, George Kasper, and Carl 
Strom took care of all details. 
es F. C. Knauer, Assistant sales man- 
ager of the Dannemiller Coffee Co., 
Brooklyn, was in Chicago for the IGA 
convention at the Palmer House. They 


introduced a new 14 pound tea package. 
8 @ The Benj. C. Betner Co., division 
of Continental Can Co., was represented 
at the IGA meeting with a display of 
their latest product. Edwin W. Kassing, 
Will H. Gilmore, and FE. V. Ballard, 
sales manager, represented the company. 












JOHNNY-ON-THE-SPOT 
the one and only, 
all-in-one 


portable 


electric urn 
boils water and 
brews coffee 
at its best! 
2 sizes: 5-gal. & 3-gal. 
Convenient carry-case available 


TRICOLATOR COMPANY, INC. 







Ave e. Newark 6 





TRICOLATOR (CANADA) LTD., 22 COLLEGE ST., TORONTO 
ONTARIO, CANADA 
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casita: Seer et ete eR a Malzoni & Cia, Ltd. ..... 6 
Burns #8 Green Coffee Cleaner. Bowen Engineering, Inc. ; we 4 a ~ . > 
: McCauley & Co., Edw. P. 8: 
Burns 1500 Ib. Green Coffee Blender. Braunling, G. A. vAiReins chix wa ves 44 Medina Co., J. A. ...... 83 j 
Burns 6 and 7 Roasters. Brookhattan Trucking Ko:;. fac... 76 Mississippi Shipping Co., Inc. 68 
Jabez Burns No. 25, 4000 Ib. Granulator. Burns & Sons, Inc., Jabez ...... - Modern Coffees ........ 11 
Jabez Burns coal or oil-fired Roasters. Byrne, Delay & Co. ............ . Moore-McCormack Lines, Inc. 71 
Jabez Burns No. 35 Coffee Roaster. Muller & Co., E. B. ...... 61 
Burns 2 and 4 bag Jubilee Roasters. 
Dry P. Mi , 100 to 10,000 Catehiae Colne. J. E. ...2...: 83 eee : 
Dag ey Pender str 400 $e Geert & Co Bae, FB os... $3 | Nation! Federation Coffee 
S$. & S. Model A Transwrap Filler. Carter, Macy Company, Inc. ...... 18 ae - Colombia . wee 
Pony ML and M Labelers. Central Tea Board of India eae 42 ee See ks i 2 
World and Ermold Rotary and Straight- Classified Advertisements ........ 88 
é Compania Salvadorena de Cafe ... 67 eds : ; 
away automatic Labelers. Bea ; O'Higgins, Mrs. A. G. .. AF8 
. . 7 Continental Can Co. ............ 12 ; 3 
Pneumatic automatic Cartoning Line. Ortega Emigh, Inc. 73 
S. & S. Gl, G2 and Gb Auger Fillers. | Otis McAllister .... nf Cover 
Whiz Packer and Triangle Fillers. D “er 
Trianal i-auto. rt ’ ammann & Smeltzer, Inc. ...... 80 : 
Parse wes ioe a Se ig D'Antonio & Co., C. H. ........ 86 Pan American Coffee Bureau » 20 
H 5 y ry ‘ — k De Hope Goldschmidt oo. a a Phyfe & Co., James W. 82 
ayssen, Scandia, Miller and Package Donohue & Co., W. J. ......... 82. | Pope & Talbot lanes:.... 7? 
Machy. CA2, FA2, Wrappers. Purcell Co., W. J. ..... 8? 
This Is Only A Partial List 
OVER 5000 MACHINES IN STOCK East Asiatic Co., The .......... Cover Ransohoff Co., Inc., A. L. as 
Tell Us Your Requirements Paster Pew Cory... <4. 6 26s < os 4 40 Wi i ae a 6 
Emigh Co., Inc., Weldon H. ...... 84 Reamer, Turner & Co. .. 8? 
UNION STANDARD EQUIPMENT CO Enterprise Aluminum Co. ........ 75 Reaud-Geck Corp. ....... 82 
318-322 Lafayette St. New York 12. N.Y Roussel & Co., Inc. . . 86 
coals Ada EW TOK 1S, Ruffner, McDowell & Burch, Inc. 7 
Fairchild & Bolte ..... . 65 
P on Federacion Cafetalera Centro- ae eee OT 84 
oe a eee ee ee 
Coffee Roaster, complete with blowers, ex- | Schutz-O'Neill Co. .... we 
hausters, cooling trucks; Standard Knapp | Sembodja oo: : . 48 (4 
Auto Gluer-Sealer & Comp. belt; 1—Model ghahis - Pee ; 2 
A& 1 Model 'S Sreneeraee: pares Bright- Gabriel de Paula S/A .......... 76 Slover & Co., Inc., Charles F. . 83 
wood Box Machines, m.d.; Roball Sifters; Gair Co., Inc.. Robert .......... 2 Standard Brands, Inc. .. , 
Mikro, Pulverizers:, Mixera upto 7.000 ibe | 1 Glatz Import Co., Felix ....... 7 Stein, Hall & Go. Inc. as . 
CONSOLIDATED PRODUCTS CO., INC., 16- | Grace Line ..... sf .. 68 >terwin emicals, Inc. . 80 -f 
19 Park Row, New York 38, BArclay 7- | Grace & Co. W.R. ...... pee Stewart, Carnal & Co., Ltd. .. 66 ‘ 
C600 | Greenbrier Hotel, The .. ear Stockard & Co., Inc. ...... sane 
Greeting Pages ....... .33, 34, 35 
WANTED Gulf & South American S.S. Co... 73 : 
Oe Ae Re oo rr ree 1 Wea Gowen 60. 5... .20, 21 
Wanted to Purchase—Large—Well Establish- Teamakers, Sh ee ae ive 30 
ed tea-coffee-spice business. Address Box Thomson Inc., Henry P. . cA ome 
300 care of Coffee and Tea industries. | Thurston & Braidich ...... 7g 
_ EQUIPMENT WANTED Haitian Coffee .... ea). Tricolator Co., Inc. ...... Sa eee 
—_____— Hakim, Clement M. ............ 47 
WANTED: Packaging Line, Labeler, Cap- Hall & Loudon ..... ae. 
net ge BP a ae Box “161, care of Haly Co., The G. S. .. EPR vies Union Bag & Paper Corp. .. ma Be 
: teh Hansen, Walter R. ....... EPPS | United Fruit Company .... ey: 
; Rimerison <0. The... 6. .c cue es 75 
HELP WANTED , was Hooper Jr., Co., Joseph G. ...... 84 
Wanted: Salesman, institutional coffee fol- von Gohren, W. T. ...... 0 186 
lowing, Metropolitan N. Y and New England, 
nF pn a 
ritory Address Box 388, ¢/o Coffee and Tea Irwin-Harrisons-W hitney, Inc. . 38 Wessel, Duval & Co., Inc. ....... 83 
ndustries 











88 COFFEE & TEA INDUSTRIES and The 








You wake up smiling when you know there is coffee coming up 
... the first thing most people want “the first thing in the morning!” 





As selectors and importers of choice coffees, Otis McAllister is 
proud of the part it is playing in helping roasters offer their 
customers the finest coffee found anywhere in the world. 







Otis has always made available to roasters far more than just coffee— 
through our intimate association with the world’s prime coffee sources, 
built up over 60 years, Otis offers authoritative counsel in buying 
decisions, helpful contacts with leading producers, the most com- 

plete and well-rounded service to buyers in the entire coffee industry. 







f 





é a Don Carlos Medellins « Otis Armenias 
Otis Girardots «¢ Rollo Bucks « Otis Coatepecs « Central 
Americans « Venezuelans « Carmencita Manizales and those 
Team-Mates of Quality Genuine Custom-Built Vintage Bourbons 





Anywhere 





Anytime 
~_ 
—) 
__p 


OTIS MCALLISTER < 






Established 1892 
310 Sansome St. 510 N. Dearborn St. 321 International Trade Mart 837 Traction Ave. 129 Front St. 228 sr, St., East 
SAN FRANCISCO 4 CHICAGO 10 NEW ORLEANS 12 LOS ANGELES 13 NEW YORK 5 TORONTO 2 
1 Main St., HOUSTON 216 S, 7th St., ST. LOUIS 2 Pier 59, SEATTLE | 





MEMBER OF NEA 
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